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Section 1: Foundation of the Study
Introduction
The emigration of tertiary-educated/highly skilled workers presents a significant
challenge for developing nations, predominantly Caribbean countries. Brain drain can devastate
developing nations. It deprives them of the managerial, professional, and technical talents they
need to deliver essential services and facilitate economic growth. Tertiary-educated workers are
a competitive edge for firms and nations because knowledge and skill lead to efficiency,
productivity, and innovation. This paper showed that highly skilled workers are essential to
competitiveness, technological adoption, and the quality of internal processes. The research
showed that Jamaican firms are changing their perceptions to consider tertiary-educated
Jamaicans as assets, especially with an increasing focus on knowledge work.
The present paper addressed the general problem of rampant brain drain in the Caribbean
and the developing world that hurts businesses and stunts economic growth. Hope (2018)
showed that emigration is highest among the working-age group from 20–50 years. Many
tertiary-educated workers in Jamaica remain underemployed in jobs that either do not require
university degrees or receive low salaries and lack benefits. Jamaican businesses must improve
their matching of qualified employees with jobs and tasks. The present research addressed the
specific problem Jamaican companies’ failure to use effective employer branding strategies to
attract tertiary-educated job candidates, emphasizing person-organization fit. The present paper
used a case study approach to study whether and to what extent Jamaican businesses use
employer branding strategies.
The research adhered to the post-positivist research paradigm that privileges empiricism
while acknowledging the social construction of knowledge and the multifaceted nature of reality.
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Post-positivism emphasizes qualitative situational information. The present study employed
interviews and focus groups with human resource managers and tertiary-educated Jamaican
workers in Jamaica and abroad to determine what prospective employees seek and what firms
provide. Data analysis was grounded in the inductive nature of the research and thematic analysis
relied on raw data collected from the qualitative interviews and readings of the empirical
literature. The present study used triangulation to provide a more valid and realistic presentation
of events. Additionally, the present paper explored the conceptual framework on the
effectiveness of employer branding and the concepts, theories, and constructs that comprise the
employer branding framework. Beyond the conceptual framework, the present study also delved
into the professional and academic literature to discover related studies and themes.
Background of the Problem
Schiff and Wang (2018) underscored that the emigration of skilled workers is a persistent
challenge for small states. Many Caribbean nations, including Jamaica, are small states with high
emigration rates. Skilled workers refer to individuals with a university education. According to
Czaika and Parsons (2016), the International Standard Classification of Occupations describes
“highly skilled” workers as being comprised of managers, senior officials, legislators,
professionals, technicians, and associate professionals. Czaika and Parsons (2016, p. 6) equated
highly skilled workers with tertiary-educated workers because the three ISCO occupational
categories are “commensurate with a tertiary or graduate education.” The emigration of tertiaryeducated workers in small states surpasses that of larger nations. Consequently, the significant
brain drain leads to lower levels of education in the workforce. Therefore, higher education is
likely to substantially impact labor and firm-level productivity.
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Ramirez et al. (2019) elaborated that higher education raises individual and firm
productivity. Tertiary-educated workers possess many levels of knowledge and skill, which leads
them to increase a firm’s knowledge stock in executing their daily tasks. Additionally, highly
skilled workers facilitate access to external knowledge networks because they have relationships
with individuals with similar competencies outside their firms. Moreover, many tertiary-educated
workers are likely to have a diverse skill composition, which leads to firm innovation by
increasing the likelihood of benefiting from external technological spillovers. Tertiary-educated
workers can better understand novel external knowledge and value it for its contribution to a
firm. Brain drain has an even more significant impact on small states. The effect of education on
productivity growth in small states is magnitudes greater than in large states. According to
Acikgoz (2019), brain drain is the movement of skilled and competent professionals from less
developed to wealthy nations since they perceive a greater appreciation of their human capital.
Typically, it involves recruiting professionals with technical, scientific, administrative, and
managerial competencies from developing countries in North America and Europe. The
motivations for emigration include higher pay, better working conditions, and improved living
standards.
The immigration of skilled Jamaican professionals has been a steady trend since the
1960s. According to Thomas and Magilvy (2011), Jamaica had a constant 80% emigration rate
for tertiary-educated workers in the 1960s and subsequent, especially. However, since the 2000s,
the emigration rate of highly skilled workers to OECD countries has been 48.1%. Of course,
many emigrants move to the United States and nations from the Organization for Economic
Cooperation and Development (OECD). Also, Thomas and Magilvy (2011) found that
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emigration to advanced countries reflects the pursuit of a stable livelihood and attaining personal
goals.
Drinkwater et al. (2018) postulated that emigration causes a nation to lose skills and
institutional building assets. Drinkwater et al. (2018) noted that small and medium-sized
enterprises in Jamaica and the Caribbean have complained of the region’s inadequately educated
workforce. The high and steady emigration rates exacerbate the challenge of finding competent
workers. According to Dohnert et al. (2017), data showed that Jamaica and the Caribbean had
weak competitiveness and made several other observations including that high firm productivity
and innovation correlated with the proportion of workers with higher education. Higher
education also predicted the likelihood of a firm adopting technology. Managers can control
various aspects of labor productivity, such as input quality, managerial talent, and research and
development capabilities. However, all the factors of labor productivity depend on an educated
workforce. Yet, migration reduces the pool of skilled labor. In doing so, it affects the ability of
firms to command the labor productivity they could in the presence of skilled labor. Dohnert et
al. (2017) reported that increasing the proportion of trained personnel would raise the innovation
capability of Caribbean firms.
Dohnert et al. (2017) reiterated the existence of a paucity of data on firm-level
characteristics relating to competition and innovation in the Caribbean. Most datasets used in
research are from developed countries. Garone et al. (2020a) argued that within-firm resource
allocations account for aggregate productivity differences between developed and developing
nations. A significant aspect of within-firm productivity is the technical efficiency of human
resource capital. Garone et al. (2020a) linked within-firm productivity to human capital. Thus,
efficiency in selecting, retaining, training, and incentivizing employees contributes to cross-

5
country productivity differences. Garone et al. (2020a) directly linked the quality of hired
workers to a firm’s productivity and, therefore, its profitability and survival. According to
Garone et al. (2020a; 2020b), recruiting new employees is costly because of asymmetric
information between firms and job candidates. Also, there is the cost of implementing varied
strategies among firms competing to attract workers, such as recruiting risky employees. There is
also a cost to evaluating employees’ social networks and providing salaries that might be above
or below the median market level. These employee search processes affect the quality of hires,
cost structure, incentives, and retention. Moreover, innovative employment activities, such as
employer branding, are associated with higher productivity.
Problem Statement
Employees are more concerned with intrinsic rewards compared to extrinsic rewards
when it comes to their motivation and chances to remain with a company. It means that salaries,
perks, and bonuses are significant. However, employees remain concerned with intrinsically
motivated factors they receive. Employees can judge the intrinsic rewards of an organization
based on its branding for their development and viability. Employer branding helps a company
present its positive aspects to potential employees so they can decide whether or not to join the
company. The general problem to be addressed is the attrition of new university graduates from a
developing country, resulting in a depletion of skilled workers. The challenge of emigration of
highly skilled workers - those with tertiary education - from Jamaica and other Caribbean
countries, leaves these countries without a sufficiently large enough workforce to support the
nation’s productivity, competitiveness, and economic development.
According to Thomas and Magilvy (2011), the current migrating patterns in Jamaica
reflect the view that international migration presents as a strategy for attaining livelihood and
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personal goals. Moreover, emigration is highest among young adults 25–29 age bracket,
followed by the age group 20–24 years and 30–49 years. These age groups represent individuals
in their early or middle working lives. The ever-growing scarcity of skilled employees leads
employers to seek comprehensive strategies for attracting and retaining talented employees.
Employer branding has emerged as a solution to the problem. However, employer
branding has lacked a unified understanding, especially when discussing the identifier, the
employer brand, the means of building or modifying brand equity, and the employer branding
process (Theurer et al., 2018).
The specific problem addressed was the potential business failure within the JBDC to
attract and retain new graduates to local positions resulting in a depletion of skilled talent,
decreased competitiveness of Jamaican businesses, and loss of profitability to the organization.
Purpose Statement
This flexible design, single case study aimed to contribute to the body of knowledge on
the role of employer branding in developing countries. In particular, the study focused on how
employer branding can reduce the brain drain for developing countries. The research explored
the branding practices of Jamaican employers to attract tertiary-educated workers in order to
identify the deficiencies of their methods. The study included interviews with a cross-sectional
group of participants who were highly skilled workers within and outside Jamaica.
On the one hand, interviewing the university-educated workers within Jamaica allowed
the research to highlight the benefits package they seek. On the other hand, interviewing
emigrated tertiary-educated workers highlighted their views about the benefit packages they
received from local and foreign employers, including desired benefits that would make them stay
and contribute to the economic development of Jamaica. Moreover, the research addressed the
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specific problem by interviewing local firm executives. They identified the range of benefits and
packages they offered local employees. Likewise, they elaborated on how they targeted tertiaryeducated job candidates and how they ensured the best fit in person-organization and person-job
aspects. The study of Jamaican firms’ employer branding practices occurred through an in-depth
case study of the employment branding practices of the Jamaican Business Development
Corporation member firms. This case study sought to determine patterns in poor branding and
outreach. Also, the case study explored how inferior employment branding can deny employers
access to skilled and competent employees who would contribute to their competitiveness and
innovativeness.
Research Questions
The research addressed three research questions. All the questions related to the three
aspects, including the benefits package that Jamaican tertiary-educated job candidates desire, the
compensation and benefits package Jamaican employers present, and the benefits package
foreign-based firms present.
The first and second research questions relate to the ideal package of benefits that highly
skilled workers desire. The present research also investigated how the desired reward package
influences preferences for foreign employment among tertiary-educated Jamaicans. The paper
explored this aspect later. Hall (2005) argued that the emigration of knowledge workers is
because of wage differentials, exciting and challenging work, and a perceived superior social and
work environments.
The third question sought to explore the benefits employers provide and their
rationalizations. The third question also examined ways that Jamaican firms perceive they can
improve their benefits package to present a more attractive offering to job candidates. The
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assumption has been that a more attractive offering leads to a preference for working locally
rather than abroad (Hall, 2005). Thus, the research questions answered the general problem of
the study. They examined the discrepancy in the benefits package presented to tertiary-educated
workers relative to their desired benefits. The goal was to determine how local employers’
benefits package aligned with what job candidates seek and foreign employers offer. Beyond
that, the research questions related to the specific problem of the study. It explored how firms
have successfully attracted and retained workers based on their branding and communication of
their benefits packages to targeted job candidates. The present case study examined the benefits
package, the strategies firms employ to ensure job candidates develop a favorable view of the
employer, and the benefits packages presented.
RQ1: What is the subjective evaluation of Jamaican tertiary-educated workers,
including the optimum package of benefits they seek when seeking employment with
local firms?
RQ1a. What influences their perception of whether Jamaican firms can provide
their desired packages?
RQ1b. What is the perception of highly skilled Jamaican job candidates toward
local firms?
RQ1c. What experiences or media have influenced their perceptions of local
employers, including their employment benefits package?
RQ1d: What benefits package do highly skilled job candidates seek when looking
for employment and how would they rank them in order of importance?
The first research question was concerned with job candidates’ perspectives when
looking for jobs. It asked what benefits package a job candidate wants. The present paper
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investigated whether the perceptions of local firms have influenced the expectation of tertiaryeducated Jamaican workers. The first sub-question desired to unveil their views about local
employers. The second sub-question targeted the sources of their opinions and beliefs about
Jamaican employers. Likewise, it asked how job candidates became aware of the employer’s
value proposition. The third sub-question asked about the package benefits that job candidates
have sought and which aspects they perceive as more important than others.
RQ2: Why do Jamaican graduate-level candidates find jobs outside Jamaica more
attractive than local employment?
RQ2a. How do highly skilled Jamaican job candidates know the availability of
foreign jobs?
RQ2b: Which aspects of job posting by foreign companies appeal to tertiaryeducated Jamaicans?
RQ2c. What perception do highly skilled Jamaican job candidates hold of foreignbased firms in the United States, the United Kingdom, and the OECD relative to
local firms?
RQ2d. What aspects of foreign firms’ benefits packages and employment experience
do highly skilled Jamaican workers prize, and how would they rank the perceived
or experienced benefits?
The research question sought to uncover the factors that attract tertiary-educated
Jamaicans to foreign firms. The research question advanced the specific question because it
showed the differences in brand image and benefits package between Jamaican and foreign
firms. The first sub-question enquired about how tertiary-educated Jamaicans become aware of
the opportunities in the foreign job market. The second sub-question sought to determine the
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differences in the brand image between Jamaican and foreign employers. The third sub-question
identified the benefit packages foreign firms offer job candidates and the aspects they prize the
most.
RQ3: What benefits do Jamaican businesses offer and how can they improve their
offerings to attract and retain graduate-level workers in Jamaica?
RQ3a. How do firms determine benefits packages to provide job candidates?
RQ3b. How do firms communicate benefits packages and employer brand image to
job candidates?
RQ3c. Which elements of their benefits package do firms perceive they can improve
to attract and retain tertiary-educated Jamaican job candidates?
The research question related to the specific question because it enquired into the
decision-making process of firms in determining benefits packages and the strategies employed
in communicating their employer brand and value proposition. Moreover, the research question
focused on aspects that businesses aim to improve upon to raise the attractiveness of the benefits
packages they offer to candidates. The inquiry sought to determine constraints, opportunities,
and inefficiencies that human resource managers and other managers believe organizations can
tackle to improve the attraction and retention of job candidates. The question explored factors
influencing Jamaican graduate-level job candidates to take foreign jobs. Also, the question
studied whether specific improvements could deter graduate-level job candidates from pursuing
foreign careers.
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Nature of the Study
Discussion of Research Paradigms
According to Saunders et al. (2019), several research philosophies exist, including
positivism, critical realism, interpretivism, postmodernism, post-positivism, and pragmatism.
According to Tenny et al. (2021), post-positivism is advantageous because it subscribes to the
notion of a subjective reality. Therefore, it allows for a better representation of the lived
experiences of research subjects while remaining steadfast to conventional positivism. Tenny et
al. (2021) explained that post-positivism continues to value the need for rationalism and
empiricism while accepting the social construction of knowledge and the bias it carries. Postpositivism’s embrace of subjective realities is essential to uncover the meanings individuals
attach to interpreting reality. Another benefit is that it allows for several data collection methods,
which provide expansive ways for investigating real-world challenges.
According to Kelly et al. (2018), post-positivism assumes that knowledge is provisional
and evidence can arise that proves it false. It differs from positivism because it considers reality
as being imperfectly comprehensible. After all, human intellectual methods tend to be flawed,
and the phenomenon under study tends to be multi-faceted and complex. Kelly et al. (2018)
mention that post-positivism holds that an objective reality exists, but human beings can only
understand an approximation of it. In post-positivism, there is an emphasis on situational
information obtained through qualitative methods. Another aspect of post-positivism is that it
invites a researcher’s reflexivity. It does not subscribe to the positivist notion that separating the
knower and the known is possible.
According to Ryan (2019), the primary characteristics of post-positivism are that it
realizes human beings are involved in ongoing social construction and sense-making of their
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world rather than perceiving society as social facts to be studied. Additionally, it recognizes that
knowledge is context-specific, which leads to subjective meaning attribution. Ryan (2019)
explained that post-positivism could be either realist or constructivist. Realist post-positivism
accepts the existence of an objective social world that individuals cannot discover. However,
individuals can attain the best approximation to reality through multiple data, theory building and
analysis, and theory testing. In contrast, Ryan (2019) elaborated that the constructive view is that
there is no objective information about the social world. This research adopted a realist postpositivism in that enduring social structures and institutions exist and amount to objective social
reality. Still, human beings construct reality through their agency in trying to make sense of their
world.
Discussion of Design
Fixed design is meticulously planned and focuses on variables, which are established
characteristics of a person, item, organization, or event that can be measured and compared. Data
in fixed designs are usually numerical, but they can also be qualitative. Fixed designs are
referred to as quantitative designs by many academics, whereas flexible designs are qualitative
designs (Robson & McCartan, 2016). Fixed designs usually rely on acquiring quantitative,
numerical data, whereas flexible designs rely significantly on collecting qualitative data. Flexible
designs, which incorporate gathering quantitative data, on the other hand, are not prohibited.
Many real-world flexible designs involve two or more data collection techniques, with at
least a moderate amount of quantitative data. Similarly, despite a concentration on quantitative
data collection, there is a need for collecting some qualitative data (Robson & McCartan, 2016).
It has the potential to be tremendously advantageous to combine study with theory. This link is
clear since fixed designs are theory-driven. The variables of a fixed design are known ahead of
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time (Robson & McCartan, 2016). Following fixed designs has the drawback of forcing
researchers to work with fragile models at best.
In other words, obtaining the necessary theoretical foundation is challenging. Fixed
designs require deliberate implementation, including having researchers explore before the fixed
study (Robson & McCartan, 2016). Researchers should pilot a study through a smaller research
version before partly committing to a full-scale investigation. In that way, a researcher can
address technical issues using data-gathering techniques, such as a questionnaire presenting clear
and straightforward questions (Robson & McCartan, 2016). Also, a pilot gives a researcher an
opportunity to double-check that one is theoretically on the right track. Most fixed designs focus
on aggregates: group attributes, and general trends. When researchers report the findings of
traditional experiments, it takes the form of group averages rather than individual results
(Robson & McCartan, 2016). As a result, there is a risk of making the ecological fallacy or
presuming that researchers may conclude people from such aggregate data.
Quantitative research is characterized by measurement and quantification, transforming
information or facts into numbers. Because of the emphasis on behavior, measuring accuracy and
precision are essential. Quantitative research follows the scientific process by examining existing
theoretical concepts or conceptions using deductive logic (Robson & McCartan, 2016). The
research design is pre-specified in detail early in the study procedure. The validity shows that
researchers measure what they intend. Reliability, which means consistency across time and with
different observers, is also essential.
Another feature is that comprehensive method specifications help replicate the study.
Furthermore, statistical analysis of the data is required, and generalization of the results by
demanding that the sample of people investigated be typical of a larger population is critical
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(Robson & McCartan, 2016). The researcher should strive for objectivity and keep a safe
distance between themselves and the subjects. Decontextualization is used to achieve
standardization in the interests of control and accuracy. To attain the necessary standards, some
artificiality may be required. The goal is to find an unbiased, value-free perspective.
Fixed designs have the flaw of being unable to represent the nuances and intricacies of
uniquely human behavior. Flexible designs fix this. A multi-strategy approach is more suited to
capture unique complexities and group aggregates (Robson & McCartan, 2016). In fixed design
research, the necessity for a comprehensive design is well established, with clear criteria from
tried and tested methods regarding what is required to do the study to a professional quality
(Robson & McCartan, 2016). Flexible designs are far more difficult to pin down since the design
difficulties scholars have recently considered present.
Multiple qualitative data-gathering approaches are utilized, characteristic of an effective,
flexible design. The data is sufficiently summarized, and information on how the data is acquired
is provided in detail. Fundamental qualities like a dynamic design, the presentation of different
realities, the researcher as a data-gathering tool, and an emphasis on participants’ perspectives
are among the assumptions and characteristics of the flexible design approach to research
(Robson & McCartan, 2016). Knowledge informed the study of existing research traditions, such
as when the researcher recognized, investigated, and implemented one or more inquiry traditions.
The starting point for a research study is not a causal relationship of variables or a
comparison of groups, but a single thought or topic the researcher wishes to comprehend.
Relationships may develop, or researchers may form comparisons, but these are revealed later in
the research (Robson & McCartan, 2016). The researcher is responsible for validating the
correctness of the information provided. As authors offer their findings in phases, such as
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different topics that they may integrate into broader themes or views or layer their analyses from
the particular to the general, data is analyzed utilizing several levels of abstraction.
While qualitative research uses little or no numerical data, quantitative research requires
considerable statistical analysis. Qualitative research follows an inductive logic that begins with
data gathering and develops theoretical ideas and notions. Researchers emphasize the importance
of meanings and contexts in qualitative research. There is a need to comprehend events in their
context. Therefore, they present circumstances from the viewpoints of the individuals concerned
(Robson & McCartan, 2016). The research design arises as the study is conducted and remains
adaptable throughout the process. The existence and significance of the researchers’ values and
those engaged were acknowledged, but objectivity was not. The researcher’s openness and
receptivity were also emphasized. Qualitative research does not emphasize the findings’
generalizability because it uses small sample sizes that do not allow generalization. The
researcher’s devotion and reflexivity are valued (Robson & McCartan, 2016). In terms of the
number of people or circumstances studied, it is generally on a small scale. The social
environment is a product of the individuals involved.
Research Choice
A flexible qualitative study uses more than one qualitative technique in data collection
and analysis. A benefit of flexible qualitative research is that it allows researchers to study
complex phenomena holistically and meaningfully. Flexible research aims to tackle research
questions and objectives from different methodological facets. However, Mik-Meyer (2020) has
noted that a drawback of the method is that it may demand more significant human and financial
resources than a single-method research method. Another potential drawback is that researchers
may fail to appreciate the value of multi-methods in the case study since many still work with
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single research methods. Typically, flexible qualitative researchers combine interviews,
document analyses, and observations. The inclusion of multiple perspectives prevents arbitrary
findings.
Mik-Meyer (2020) elaborated that researchers should also integrate interviews with focus
groups and document analysis. The value of document analysis gives longitudinal insights on an
issue, while interviews give situational insights. Notably, flexible research complements the
post-positivist research philosophy because it allows researchers to understand the ‘real world’
they perceive exists beyond them and their bias. Another essential feature of flexible research is
presenting a multi-faceted perspective by collecting as many voices and features as possible
(Mik-Meyer, 2020). A flexible study gives participants agency, which is enhanced when
researchers give participants the option of which data collection method they prefer.
Flexible research is associated with methodological pluralism, implying the value of
qualitative methods. The flexible qualitative study provides a coherent and unified approach to
overcome the trade-offs of relying on a single method. Using a flexible method leads to more
valid inferences than using a single strategy on its own (Beach, 2020). Therefore, flexible
research becomes a best practice rather than merely a practical alternative for addressing the
multiple practical research challenges. Furthermore, using the flexible method in research
reduces errors. It helps to establish the findings’ validity, but the techniques should have
proximate assumptions in their grounding (Beach, 2020). In other words, the methods employed
in flexible research should promote similar ontological and causal conceptions so that essential
concepts can strengthen each other.
Some argue that multiple-approach research is impossible. They argue that qualitative
and quantitative research are linked to two incompatible paradigms since they do not explore the
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same phenomena. Mixed-method designs combine quantitative and qualitative methodologies
(Robson & McCartan, 2016). Researchers use quantitative and qualitative approaches to study
the same topic, which defines mixed-method research. The philosophical foundation for the
research is pragmatism. A mixed-method study design outlines the order in which the researcher
collects the quantitative and qualitative parts of data and the priorities of data analysis (Robson
& McCartan, 2016).
The gathering and analysis of predominantly quantitative data are followed by the
collection and analysis of qualitative data, or vice versa, in a mixed-method study. The
researcher usually prioritizes quantitative data and combines the two methodologies during the
study’s interpretation phase (Robson & McCartan, 2016). The purpose of qualitative data is to
explain and interpret results from a primarily quantitative investigation. Separately,
independently, and concurrently, qualitative and quantitative methodologies are applied. The
convergence of the results is assessed by comparing them (Robson & McCartan, 2016). A
theoretical viewpoint, such as the conceptual framework used, is the primary guidance for a
mixed-method design.
Discussion of Methods
A case study is a well-established research technique. The focus is on a single instance,
which analysts may interpret in various ways. It includes the analysis of a person, a group, a
place, or an organization in and of itself while considering its context (Richie et al., 2013). It
usually entails a variety of data-collection methods. Although one can obtain quantitative data,
qualitative data is always collected.
Ethnographic studies are another well-established method that describes and interprets a
social group’s culture and social structure. Researchers observe participants over a long period
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(Robson & McCartan, 2016). However, alternative approaches to ethnography, such as those that
provide quantitative data, can also be utilized.
Grounded theory research is a method that focuses on developing a theory of a specific
social context as the study’s foundation. The hypothesis is ‘grounded’ based on the research
(Robson & McCartan, 2016). Researchers use it widely in a variety of applications. Interviews
are prevalent, but other approaches, such as those that provide quantitative data, are not ruled
out. The present study considered a flexible design with the qualitative study design to
effectively address the research questions and objectives, where the researcher used a single case
study design. The case study approach in qualitative research addresses the complexity of a case
and the behavior pattern in data. In the Jamaican firms’ case, this method allowed the researcher
to understand better the underlying issue that graduate-level millennials face in the job market.
This can be revealed more in qualitative data than in the numerical data that quantitative studies
provide (Mohajan, 2018). Additionally, the qualitative case study allowed the researcher to
immerse herself in the Jamaican firms’ operations and strategy regarding the recruitment and
retention of employees and why it does not fit with their graduate-level millennials’ preferences.
Therefore, the chosen qualitative method was the most appropriate for this study.
Qualitative Case Study
According to Adams et al. (2014), a case study is typically inductive research. It relies on
observing data or patterns in a particular setting and then using insights to evaluate whether
chosen theoretical frameworks are effective. Case studies are more effective than narrative
research. While case studies focus on themes to illustrate an issue, an ethnography focuses on
establishing participants’ stories. Ethnography focuses on setting participants’ stories within their
cultural context. The case study is preferable to narrative research because narrative research

19
focuses on a single case. However, case studies are suited for more than a single case. Although
a case study can be a narrow, hindering generalization, the method allows researchers to
determine whether the approaches used are practical. In addition, it can help to question or
expand dominant theories used to explain a phenomenon. The present research used a case study
using firms that are members of the Jamaican Business Development Corporation (JBDC) to
examine why millennials with graduate-level qualifications prefer to work in developed nations
rather than locally. The study used the member firms as individual case studies. It conducted
focus groups with the firms’ human resource managers to understand their lack of
competitiveness in attracting and retaining skilled talent.
Ridder (2017) stated that inductive case studies can be ‘objective.’ They must closely
adhere to the extant data and literature, even as the emphasis on the multifaceted real-world
contexts promises emerging theories. Ridder (2017) noted that case study research provides the
best approach to bridging multifaceted qualitative evidence with deductive research. An essential
task in case study theory building is justifying the research questions. In the present research, the
research questions helped to answer the critical question relating to the phenomenon under study
and that no existing theory adequately answered. The research questions were justified due to the
lack of plausible theory and empirical evidence.
In its inductive approach, the present paper applied template analysis as the chosen data
analysis method. According to King et al. (2017), the template analysis method entails
developing a hierarchical coding based on a data subset and applying the coding to data, which
invites revising and refining. The advantage of template analysis is that it suits any epistemology.
For example, it can accommodate a priori-defined themes from the research literature. King et al.
(2017) outlined the template analysis process, which entails familiarizing with a small data
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subset and undertaking preliminary data coding. Template analysis has allowed researchers to
use a priori themes they have identified in advance and redefine or remove them where need be.
King et al. (2017) highlighted that researchers then organized the themes emerging from the
small data subset into clusters that meaningfully define the relationship of the themes to each
other. A critical consideration goes to integrative themes present in different clusters. King et al.
(2017) mentioned that the benefit of template analysis to the study’s inductive approach is that it
allows the researcher to develop an initial analysis template, for instance, when interviewing or
administering open-ended questionnaires to several graduate students or human resource leaders
in participating organizations. After the present study’s initial template development, it was
applied to more data, and necessary modifications occurred. Therefore, template analysis
prevented the need to wait until after data collection to develop codes and themes. Template
analysis entailed producing themes initially, allowing for improved data collection and analysis.
Discussion of Triangulation
Flick (2018) referred to triangulating as collecting data using various methods and
looking at the research question from different data points. The benefit of triangulating is that it
provides a richer, deeper, broader, and more realistic comprehension of events. According to
Azungah (2018), archival data can provide a within-method triangulation to open-ended semistructured interviews. While the interviews serve as the primary data source on the focal
phenomenon, documents can be a triangulation source. Researchers used them to identify, verify,
or question details research participants have provided. Since documents tend to be unobtrusive,
it helps compensate for interviews’ shortcomings, including information distortion and memory
loss. Triangulation helps to guarantee the study’s validity and reliability. Researchers can
achieve the study’s reliability by consistently assessing and analyzing results across various
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questionnaires. According to Yoon et al. (2018), the reliability of the study depends on ensuring
the results fit established theoretical frameworks.
Triangulation is one of the possible advantages of multi-strategy designs since it
improves the validity of findings by correlating quantitative and qualitative data (Azungah,
2018). It ensures completeness because combining research methods results in a more
comprehensive view of the study issue (Robson & McCartan, 2016). It compensates for flaws
and gives more reliable conclusions. By answering diverse research questions, mixed-method
designs can assist in negating the limits of each methodology while building on their strengths,
resulting in more robust findings. Mixed-method designs can address a wider variety of research
problems than single-method fixed or flexible designs (Yoon et al., 2018).
Mixed-method designs give the capacity to deal with complicated circumstances and
events. They aid in explaining findings since researchers may utilize each research method to
describe the data obtained by a study in a unique way. For example, the results of a quantitative
survey can be followed up on and explained by conducting interviews with a sample of surveyed
people to better understand the results (Robson & McCartan, 2016). This is especially important
when unexpected or strange discoveries arise. It aids in data visualization because researchers
may use qualitative data to explain quantitative findings and to assist in building a clearer image
of the phenomena under study.
Summary of the Nature of the Study
The present research adopted a flexible qualitative design based on a single case study. A
flexible qualitative case study design enabled the current research to engage in holistic and
meaningful research questions. Different data collection and analysis methods presented varied
methodological perspectives on the phenomenon under study. The flexible design of the present
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research employed interviews and focus groups in the data collection stage. It employed template
analysis in data analysis with document source analysis to triangulate the findings of the study.
The present research was inductive research grounded on data or pattern observation in the
specific setting of Jamaica. It then applied thematic analysis to the raw data to find relevant
themes. I studied the member firms of the Jamaican Business Development Corporation and
tertiary-educated Jamaicans by conducting interviews and focus groups on understanding their
lack of competitiveness in attracting and retaining skilled talent. The study used a case study
because it allowed me to determine the practicality of the approaches used.
A concern with an inductive case study method is that it may be subjective and not
objective. However, the present research guaranteed the objectivity of its inductive case study. It
closely adhered to the empirical literature while emphasizing multi-faceted, real-world contexts
that source insightful emerging themes. Notably, adopting a case study means that the present
research could integrate empirical evidence from deductive studies into the multi-faceted
qualitative findings it unearthed. The effectiveness of the present research relied on whether it
advanced the research questions.
Conceptual Framework
Introduction
According to Maheshwari et al. (2017), organizations use employer branding to influence
talented and competent job seekers to choose their employment opportunities. The building of an
employer brand is a long-term strategy. It requires a firm’s commitment to building an
identifiable and distinct brand that would help select, develop, and retain talented individuals.
Gilani and Cunningham (2017) have suggested that employer branding occurs in two stages. The
first step entails developing and embodying an employer’s value proposition. Employer branding
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efficiently combines an organization’s communication efforts with internal and external
stakeholders. Gilani and Cunningham (2017) elaborated that the second step in employer
branding is externally marketing an employer. There is a need for consistency between employer
branding and other branding efforts an organization is undertaking. The process entails
communicating the value proposition to the targeted group of potential hires.
Concepts
Employer Value Proposition
Higher productivity is related to higher job satisfaction. People like to work where they
feel their diversity is embraced and respected. The research findings showed that tertiaryeducated Jamaican immigrants in OECD nations considered cultural and ethnic diversity in their
organizations as appealing attributes of their employers. Diversity helps cushion employees from
the culture shock they would otherwise face if they looked entirely different from their coworkers.
Being an employer of choice (preferred by the employees) in the market requires
analyzing the factors that attract talented employees to their organization (Edwards, 2018). That
means they must focus on individual values and needs and then integrate such with the values of
their firms. The findings showed that targeted branding is one way to understand potential
employees’ needs and values. It entails market research of competitors to establish the attributes
that recruits seek, which improves efficiency in various recruitment stages. Another aspect of the
employer value proposition based on research findings was external marketing to improve name
recognition in the labor market and to persuade potential candidates to consider them as
employers of choice (Edwards, 2018). Moreover, the employer value proposition has to extend
beyond tangible benefits, such as salaries, to include intangible benefits, such as workplace
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culture. Market research enables a firm to craft an employer value proposition that targets highpriority areas for potential recruits. Various concepts present in the paper, as highlighted below.
Employer Brand
The employer branding concept comprises the organizational culture and the image of an
employer that influences their work environment and the desire of potential employees to seek
employment. The employer brand emerges from potential recruits evaluating a firm’s potential to
fulfill their functional, psychological, and monetary needs. During the recruitment process, a
firm makes promises of the benefits it can provide, which, together with its reputation in the
labor market, constitutes its employer brand. The research findings showed that the employer
brand relied on an employer’s continued commitment to prospective and current employees in
delivering promises a firm makes through its marketing communications. Thus, an essential
aspect of the employer brand was honesty. It delivered the promised engagement by aligning the
benefits, compensation, and organizational culture. Dishonesty would involve firms promising
prospective employees perks it cannot fulfill. When a brand fulfills the promises it makes to
prospective employees, this leads to the psychological contract.
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Figure 1
The Study’s Conceptual Framework Showed the Relationships Between Concepts

Social Identity
The social identity concept is what the individuals from the organization think and accept
as the organization’s personality. The theory asserts that people develop their self-concepts from
the social groups they belong to and the reputation of such groups (Lievens, 2017).
Firms with upbeat personalities are likely to attract and retain high-level talent in their
organization. Ultimately, a job candidate joins an organization because of the positive selfconcept associated with an employer brand. The research findings showed that external employer
branding helped foster social identification. That is because employers broadcasted their
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personalities and prospective employees could find an organization that matches their
personality. External employer branding facilitates person-organization fit as organizations
broadcast their values and attract prospective employees who share similar values (Lievens,
2017; Matongolo et al., 2018; Urbancová & Hudáková, 2017). Social identity arises from not
only employer branding but also consumer-focused branding.
Internal Branding
The internal branding concept looks at important values to employees. It makes them
firmly attached to the organization or committed to working with the firm. According to
Kashyap and Verma (2018), the principal focal point of internal branding is how the workers in
an organization embrace the brand idea to guarantee that workers inside the organization satisfy
the brand’s guarantees to its outside partners. The research finding indicated that external
employer branding improves internal branding since it clarifies to employees the promises of an
employer. Internal branding is also half as effective because the goal of employer branding is the
perception of prospective employees toward an employer (Lievens & Slaughter, 2016).
Theories
Person-Organization Fit Theory
Matongolo et al. (2018) discussed the theory of person-organization fit in their research.
This theory states that employment branding should involve integrating the corporation’s values
with those of individual employees (Kashyap & Verma, 2018). It means that firms should focus
on the values displayed by the society where they operate to make the society perceive them as
one that embraces them in the community (Urbancová & Hudáková, 2017).

27
Psychological Contract Theory
Biswas and Suar (2016) discussed that psychological contract theory explains
employment branding issues. It asserts that employees are attracted by the unwritten expectations
that guide their employers’ relationships. Some of these issues include the mutual beliefs and
common ground between employer and employee. Some unwritten expectations include
promises or promotions, which come automatically and with the effort put in by an employee. In
Jamaica, firms need to portray the perception of commitment to the psychological contract and
have practices and behavior that make these obvious to graduate-level employees (Biswas &
Suar, 2016). The present research findings indicated that a psychological contract is an outcome
of continued employer commitment to the promises made in its marketing communications
throughout the entire employment period. Honoring the psychological contract leads to employee
engagement as expectations align with work outcomes.
Signaling Theory
Verčič and Ćorić (2018) asserted that signal theory is significant in understanding the
workforce that an organization attracts. According to this theory, firms, through their behavior,
send signals to the labor force market, and might encourage or discourage employees from
applying for various posts within the organization (Verčič & Ćorić, 2018). The present study
findings showed that the signaling theory is valid. Potential candidates depended on several
sources of information linked to an employer’s brand image to create their perception of the
employer. Signaling theory works because job candidates face the challenge of information
asymmetry. A lack of direct employment experience with an organization means they rely on the
information they have to reach conclusions. Moreover, job candidates lack reliable methods of
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comparing employers. External employer branding helps in signaling that successful employer
brands are those with significant awareness among prospective employees.
Actors
Tertiary-Dducated Job Seekers in Jamaica
The present study interviewed recent Jamaican university graduates who had recently
found employment. The International Labor Organization has reported that 8.9% of Jamaican
15–29 years have received tertiary education. Also, while education improved the ability to
transition from school to work, most jobseekers spent an average of 33 months transitioning
from school to stable employment (The Statistical Institute of Jamaica and The Planning Institute
of Jamaica, 2014).
Tertiary-Educated Experienced Jamaicans Employed in OECD Countries
Another set of actors is tertiary-educated Jamaicans who have found employment with
foreign firms outside Jamaica. As of 2005, the percentage of highly skilled Jamaican expatriates
in OECD nations represented an average of 81.9% of all highly skilled Jamaican individuals
(Dumont & Lemaître, 2005). The highly skilled Jamaicans in OECD countries represented 24%
of the Jamaican OECD expatriate community (Dumont & Lemaître, 2005).
Human Resource Managers
Employer branding is developed by human resource and marketing managers to augment
a firm’s strategy for attracting and engaging employees. Maheshwari et al. (2017) suggested that
employer branding unfolds from the collaboration of marketing, human resource, and
communications manager. The present study only interviewed human resource managers
actively employed by Jamaican firms with more than five years of experience. However, a
qualitative study targeting the understanding of marketing managers and executives in such
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positions as finance and strategy, who are concerned about the quality of talent their firms
employ but are not directly involved in hiring, would be an excellent angle to explore.
Constructs
The present study used a flexible design. This research would consider several constructs
to give better information to answer the research question. Organizational culture is the shared
values among workers or people in the organization. The organization’s culture influences its
work environment and can affect future potential employees. This construct considered the
values graduate millennials admire in an organization they consider ideal for them. Besides,
factors like stakeholders’ image are constructs to consider in this study, in addition to functional
benefits like salary conditions of employment and other benefits. These are some of the factors
that one considers while seeking employment with a firm.
Figure 2
Relationships Between Theories, Concepts, and Constructs
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Relationships Between Concepts, Theories, Actors, (and) Constructs
Employer knowledge development requires employer branding activities targeted at
potential applicants to communicate the employer value proposition. An employer uses various
communication channels to convey information about the job design and employment offering
and the employee reward system, which creates employer brand knowledge among potential
applicants. The brand knowledge arises because the employer engages in signaling, which
facilitates value attribution. In the minds of applicants, employer brand knowledge comprises
employer familiarity, employer reputation, and employer brand image, incorporating
instrumental and symbolic attributes. The present research findings indicated that employer
brand knowledge also came from consumer-focused advertising rather than just the employer
brand. Employer brand knowledge is also associated with a larger recruitment pool and higher
job pursuit intentions (Lee et al., 2013; Ronda et al., 2018).
Brand equity theory categorizes these brand identifiers as assets that benefit an
organization. Brand image mediates applicant action through social identity theory since
applicants feel compelled to act when they perceive themselves as sharing the values or lifestyle
that an organization advertises. Employer brand image in the context of evaluating personorganization fit creates applicant action, which includes reward expectations, applying for a job,
accepting or refusing an offered position, and discussing the brand as an employer in the public
context.
Summary of the Research Framework
The employer branding concept aimed to establish firms as perceived employers of
choice in job applicants’ eyes. The targeted audiences of employer branding efforts were current
employees and potential hires. The employer brand is influenced by the identity and image a firm
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has created for itself. Potential employees’ perceptions about a company depend on the messages
a firm conveys about itself, either deliberately or by its default activities. This chapter provided a
conceptual framework to explain how firms and job candidates evaluate each other. The
conceptual framework elaborated on factors that form the employer brand. These created brand
associations that job applicants based on symbolic and instrumental factors and on personorganization and person-job fit, which then determined whether they applied to an organization.
Organizations select candidates based on whether they possess a package of intrinsic and
extrinsic. The conceptual framework proved essential in operationalizing this study. It has
highlighted factors to consider in interviewing job seekers, human resource professionals, and
other leaders concerned with recruiting.
Definition of Terms
Attraction-Selection-Attrition Theory
According to the attraction-selection-attrition model, job candidates are drawn to
organizations where they see a connection between their qualities and a company’s values. The
idea of person-organization (P-O) fit is related to the attraction-selection-attrition (ASA)
paradigm, which proposes that individuals and organizations are drawn to one another based on
their similarities (Furnham & Palaiou, 2017).
Brand Communication and Brand Engagement
Employer brand management entails overseeing the firm’s communication, allowing an
organization to reach its target audience with the employer’s value proposition. Every form of
communication and engagement a company has with the public impacts the employer’s brand. In
addition, brand communication considers indirect communication, such as word-of-mouth,
media exposure, and online presence (Barrow & Mosley, 2011).
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Brand Equity Theory
A brand equity viewpoint holds that an organization’s reputation is a type of employment
“brand” that provides added value to a job beyond the work itself. In an HR context, employer
brand equity consists of three components. The first is the extent of knowledge about a specific
employer, the assessment of an employer based on employment-related and non-related
knowledge, and the actual or perceived experience with that employer brand (Alshathry et al.,
2017).
Employer Brand
The package of benefits, including financial, instrumental, and psychological, that an
organization provides prospective employees and that the labor market identifies with a
particular company (Ronda et al., 2018).
Employer Brand Associations
The perception that an organization creates based on the job and organization benefits,
both instrumental and symbolic, and based on alignment with an individual’s needs and values,
which determine the intensity with which an applicant pursues an employment opportunity.
Employer Brand Image
The beliefs that job seekers and current employees hold about an employing firm based
on their familiarity with a firm and its reputation (Thereur et al., 2019).
Employer Brand Knowledge
The familiarity that job candidates and the public have with a firm, including its image
and reputation (Theurer et al., 2018).
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Employer Branding Process
The process of building and promoting a reputable and distinct employer identity to both
potential employees and current employers influences their familiarity with an organization, their
perception of its reputation, and its image, which creates employment brand knowledge (Theurer
et al., 2018).
Employer Value Proposition
The ideal image that an organization strives for as an employer and which entails the
advertised benefits and compensation and organizational values (Biswas et al., 2017).
Employer Brand Reputation
Potential recruits are more inclined to apply for a position at a firm with a good
reputation. The better a company’s reputation, the more appealing it seems to potential recruits.
The degree of familiarity with the organization and external assessments of the business
reputation are essential predictors of favorable jobseeker reputation views (Edwards, 2009).
Employer Branding Orientation
Employer branding orientation is an overall human resource management guiding
principle that reflects a branding-based approach to people management (Biswas et al., 2017).
Employer branding orientation is a method in which human resource management processes
center around establishing, promoting, and protecting employer brand equity through continuing
interactions with potential and current workers to obtain long-term competitive advantages in the
labor market (Tumasjan et al., 2020).
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Employment Brand Knowledge
Job candidates’ knowledge of employment is determined based on their familiarity with
an organization and their attitudes based on what they remember about the brand identity of an
employer (Gardner et al., 2011).
Instrumental Attributes
The functional and utilitarian attributes characteristics of employment, such as
compensation and job security, among others (Kumari & Saini, 2018).
Job Pursuit Intentions
The decisions that a job candidate makes with respect to an open vacancy, which
involves responding to employment opportunities, attending interviews, and accepting an offered
position (Acikgoz, 2019).
Organizational Attractiveness
The extent to which the labor market has a favorable response to an organization based
on their perception of it and whether they would like to be members of the organization (Gardner
et al., 2011). Employer attractiveness described the anticipated benefits that a job applicant
perceives in joining a particular company and includes a potential employee’s willingness to
work for a given brand. Employer attractiveness results from the employer image, which is
produced through employer brand associations formed through employer branding.
Organizational Identity
Organizational identity is a firm’s core character, an internally and consistently held set
of ideas, conventions, and values linked to a company’s goal and that govern its behavior toward
potential workers. The organizational identity is the foundation of the corporate brand and
represents what the corporate brand stands for by encapsulating the company’s principles,
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beliefs, and goals (Alshathry et al., 2017). The corporate identity may distinguish the firm from
rivals because workers and consumers alike hold it
Signaling Theory
Potential workers seek signals sent to the labor market by employers. The signals
influence their opinions about the company itself, how external stakeholders view it, and the kind
of experience they may expect if they join. According to signaling theory, potential works
process the information they received to build employer brand associations based on how the
individual perceives it (Alshathry et al., 2017).
Social Identity Theory
Social identity theory is the concept that humans have a natural urge to connect
themselves to social groups and that these groupings can form part of a person’s identity. Many
scholars have explored employing organizations as a social group forming a part of a person’s
social identity. Social identity theory explains why people are more inclined to identify with a
particular organization in certain situations because they desire to secure high self-respect with
their identity (Edwards, 2009).
Person-Organization Fit
The process where a job candidate evaluates an organizations or a job’s perceived
attributes based on one’s personal values and needs (Furnham & Palaiou, 2017).
Recruitment Efficiency
Employer branding orientation develops a recognizable and appealing external employer
image, resulting in enhanced recruiting efficiency, such as reducing the time and cost to hire.
Higher degrees of employer branding orientation enhance the application pool, increasing the
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percentage of workers who demonstrate high levels of fit with the firm’s needs (Tumasjan et al.,
2020).
Symbolic Attributes
Self-expressive attributes of an organization relating to its personality, such as prestige or
innovativeness, among others (Kumari & Saini, 2018).
Assumptions, Limitations, Delimitations
According to Goes and Simon (2017), assumptions refer to the issues that appear to be
beyond the researcher’s control. Still, they cannot disappear, making a research study irrelevant.
In addition, assumptions are essential to the research process, and without them, it would be
impossible to have a research problem. Assumptions are an indispensable component to consider
ensuring the applicability of the study’s findings in other contexts.
Goes and Simon (2017) explained that limitations refer to potential weaknesses in a
research study that a researcher cannot control. Goes and Simon (2017) have said that a research
study should explain the plan to address the limitations to prevent them from affecting a study
outcome. The limitations of the present research relate to weaknesses attached to the qualitative
research method, including the interviewing data collection method.
The delimitations refer to attributes of the research limiting the scope of a research study
and defining its boundaries. Delimitations are characteristics that a researcher can control. The
delimiting factors of a study include chosen objectives, the study’s research questions, the
chosen variables of interest, theoretical frameworks, and the population of the study (Goes &
Simon, 2017). Some of the aspects that the delimitations include criteria of participation in the
research study, the geographical location of the study, and the organizations involved.
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Assumptions
It was assumed that the data collected, and the findings obtained would represent the
reality of the Jamaican context. It was believed that each participant was genuine in expressing
their ideas about the scenarios presented rather than those of others. To guarantee that the
researcher would respect participants’ identity and confidentiality, the researcher established
restrictions to ensure they can share their actual ideas in a secure atmosphere (Leedy & Ormrod,
2019). The researcher assumed that the flexible design and qualitative case study method would
allow one to understand the nuances of employer branding and brain drain in Jamaica. The case
study was believed to present a holistic understanding of the phenomenon in Jamaican firms. The
study assumed that the Jamaican Business Development Corporation provided her with access to
various member firms for data collection.
Limitations
The qualitative methods of the research could have been a source of limitation because
they required firms to self-report their activities in attracting and retaining graduate-level
Jamaican workers (Leedy & Ormrod, 2019). Some individuals may have been untruthful in their
answers or answered questions based on a false perception of their attitudes and abilities (Goes
& Simon, 2017). This was mitigated through multiple qualitative methods and triangulation.
Triangulating the responses with document analysis ensured truthfulness.
Another disadvantage of the qualitative method is that the study could not account for the
relative significance of the benefits or employer attributes identified in its findings (Theurer et
al., 2018). This was mitigated by asking for an anecdotal ranking of the benefits. The limitation
could have disadvantaged small firms that wanted to prioritize limited resources. Therefore, a
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quantitative study and analysis that can establish causal relations and factor analysis would
alleviate that limitation.
Simon (2011) elaborated that another limitation inherent in the study was that since the
research study used conventional sampling rather than random sampling, it became suggestive
since it could not be generalized to the larger population. A limitation of the study was that the
small sample size means that it was not generalizable. To begin with, the study was an
exploratory study confined to a small segment of businesses, despite the broad representation of
business sectors. Therefore, it could be misleading to generalize from its findings to the broader
business environment in Jamaica, as firms that are members of the Jamaica Business
Development Corporation may have differed from firms that are not. Mitigating the lack of
generalizability ensured strong internal validity through clear definitions of concepts and scope
(Kukull et al., 2012). Another factor that may have hindered applicability was that the research’s
goal focused on recent graduates in Jamaica, which allowed the study to achieve the purpose of
its framework. However, the inclusion of perspectives of business executives and highly skilled
Jamaican employees mitigated the threat. While the study can find use among other developing
countries experiencing a significant brain drain, its application is not suited for the developed
world (Kukull et al., 2012).
This study was confined to the Jamaican Business Development Corporation umbrella;
adopting a single-case method meant fewer replication capabilities. In contrast, a multi-case
strategy might have provided more evidence and theoretical assertions. One rationale for
selecting a single case study method was collecting in-depth information, which was more
efficient when focused on a single instance (Robson & McCartan, 2016). In addition, the
researcher would conduct a market analysis of the firms on the list of the most desirable
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employers to determine whether a multi-case study or single-case study method would be
appropriate. This research revealed that other business associations that might have possibly
been included in this study would not be as robust as the companies that were picked. The
minimal sample size is one of the study’s limitations. A larger sample size would potentially
validate the study’s conclusions or provide different results.
Furthermore, this study was confined to a few Jamaican Business Development
Corporation firms. Other companies not included in the study may have a different strategy for
employer branding. This study was confined to Jamaica, so researchers might not extend it to
other cultural situations beyond the Caribbean. Nonetheless, the Jamaican culture has not been
distinguished. Still, it is comparable to other Caribbean cultures, which means that the study may
have failed to attend to critical cultural issues (Robson & McCartan, 2016). Finally, all the case
businesses were based in urban areas in Jamaica. As a result, the findings may not be typical of
Jamaica as a whole.
The risk mitigation for the limitation of providing a quantitatively ranked list of benefits
is the inclusion of interview questions asking respondents to rate the benefits they want or have
received in their order of importance to them.
Delimitations
The study focused on large firms since the potential for comprehensive employer
branding efforts is more significant in large companies than in SMEs with limited resources.
Previous research has revealed that SMEs engage in a wide range of human resource
management (HRM) activities. Oehlhorn et al. (2020) have defined human resource management
as a strategic function in organizations, with the functional tasks of planning the number of
employees and range of skills of vital need, employing the human resources, developing and
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motivating employees, and administrating and supporting employees in alignment with the legal
and cultural environment. Nevertheless, most human resource practices of SMEs are typical of a
small business approach that lacks an emphasis on long-term HRM practices. Prior research
found no difference in employer branding across industries. However, the businesses included in
this study covered a broad range of sectors to guarantee a certain level of consistency in
gathering empirical data. The study also comprised emigrated tertiary-educated Jamaican
workers and those in the job market. Furthermore, employer branding included methods to retain
current workers and recruit new personnel, but this research study focused on new personnel.
This research study focused on ways to attract potential employees, and, hence, it solely
addressed the recruitment aspect of employer branding. The country of Jamaica was the subject
of this study. More nations in the Caribbean, Africa, and Asia are experiencing brain drain and,
as a result, would necessitate the modification of employer branding. However, they were not
taken into consideration in this study.
The study focused on the benefits packages and organizational attributes that comprised
the employer value proposition, as mediated by the organizational identity and image in the labor
marketplace. Furthermore, while the employer branding process is perceived to encompass the
entire employment life cycle, the present study only focused on job search and recruitment.
Therefore, it did not concern itself with internal branding designed for current employees.
Moreover, the present study acknowledged that the employer branding process was influenced
by many factors, including firms’ values, organizational culture, management and leadership,
remuneration, benefits, and communication (Ahmad et al., 2019; Theurer et al., 2018). The
present study took a narrow view of the employer branding process. It focused on a firm’s
reputation and the communication process with the labor market. It failed to study many internal
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factors that could affect a firm’s reputation and its ability to attract competent graduate-level
employees.
Despite its narrow focus, the present study was comprehensive in the phenomena it
investigated, as it targeted understanding the micro and macro factors relating to the employer
branding process. The macro factors related to organizational identity and corporate image
management, employer brand differentiation, employee attraction, and knowledge sharing across
functions (Moroko, 2009). The micro factors considered related to job candidates included brand
associations about potential employers and organizational attraction, which determined their
willingness to pursue jobs (Moroko, 2009). Considering the macro and micro factors together
allowed the present study to investigate the mechanisms shaping and perpetuating the employer
branding processes of Jamaican businesses.
It was deemed critical for the study’s validity that all informants got the same information
about the study. As a result, all the focus groups were conducted through ZOOM
videoconferencing software; the results may have been influenced by how the author interacted
with the informants. The interviews were conducted in English, limiting the possibility of losing
meaning in translation. The study transcripts were extensively checked. The recording and
transcription of the interviews may have helped to ensure their dependability even further. The
validity may be regarded as substantial since the informants helped to enhance each other’s
claims to a great extent. I had close contact with the Jamaican Business Development
Corporation, which was advantageous because I had better access and relationships within the
case study organization, which allowed for a smooth collaboration with the member firms of the
JBDC. However, the contact did not impact the critical position made towards case companies.

42
Significance of the Study
The present section reviewed the significance of the study in reducing gaps existing in the
literature, integrating the topic with a Biblical view, and providing implications of the topic for
business practices. The present research study was vital to the academic field because it used the
concept of employer branding in the context of the Caribbean, which no other research had done
so far. Brissett (2019) came close with his extensive treatment of the emigration of the highly
skilled in the Caribbean. Still, he narrowed his focus on educational policy. He failed to consider
the myriad ways in which the labor market – employing firms – work to exacerbate or curtail the
emigration of tertiary-educated workers. The study’s contribution was its application to how
Jamaican firms have failed to package their employment value proposition to attract highly
skilled workers and prevent them from emigrating to Western nations.
The second aspect of the study’s significance relates to the integration of the topic with
the Biblical perspective to reduce the gap between theology and corporate leadership informing
one another. The present study located the question of employer branding within the framework
of the Beatitudes based on the framework that Winston (2018) shared and the framework of the
motivational gift derived from Romans: 12 in the Bible, which is explored in detail later in the
paper.
Finally, the present section evaluated the extent to which employer branding can affect
business practices. The literature on the effects of talent management on innovation,
productivity, and profitability have shown that employer branding can increase the economic
competitiveness of Jamaican firms.
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Reduction of Gaps in the Literature
The considerable contribution of the present study to the body of knowledge
demonstrated how developing countries can use employer branding to tackle the devastating
challenge of brain drain. The failure to acknowledge the skills and qualifications of graduate job
candidates in developing countries and the steady brain drain, coupled with an increasingly
competitive business environment necessitated an increased focus on how firms can attract and
retain competent employees. The present study had a similar thematic scope to Brissett (2019),
who studied emigration within the context of the Caribbean. Brissett (2019) focused on
governmental responses to the challenge of emigration at both the national and regional levels.
Brissett (2019) elaborated that his study fell within the domain of education policy studies,
whereas the present research was within the realm of recruitment and talent management.
Brissett (2019) conducted consequential research that explained the mechanism by which
globalization creates brain drain, which is a perspective that the present study has not addressed.
Prior research has not yet discussed employer branding in the context of Caribbean
countries or related to Jamaica. Additionally, the research did not locate a research study
exploring factors influencing employment preferences of tertiary educated and highly skilled
workers within recruitment and hiring. Therefore, the present study added to the body of
knowledge in employment branding and factors influencing tertiary-educated workers when
seeking employment. The study’s insights can apply across the Caribbean and Africa, where
brain drain is equally high, among other developing regions.
The present research provided comprehensive, in-depth information on firms in Jamaica
from various industries. Therefore, it contributed insights into employing firms and their human
resource management practices relating to recruitment and hiring, including perceptions of the
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role of tertiary-educated workers in conferring a competitive advantage to firm performance.
Additionally, it showed how employer branding is coordinated with other departments, such as
executive management, marketing, and communication, which speaks to firms’ branding process
orientation. Most research on advancing human resource management practices in building
workplace brands was highly deficient in research on building appealing workplace brand.
Implications for Biblical Integration
Winston (2018) asserted that the practice of employer branding is intricately tied to
Biblical principles. The Biblical integration with the concept emerges from the assumption that
firms want employees who mirror their corporate values, which calls for person-organization fit.
Winston (2018) argues that organizations should use the seven Beatitudes as qualities they seek
in potential employees and evaluate current employees.
The beatitudes predict person-organization and person-job fit because they adhere to
Christian values. The first Beatitude in Matthew 5:3 of the Bible states that the “blessed are the
poor in spirit” for they inherit God’s kingdom (Winston, 2018, p. 3). Winston interpreted the
Beatitude as calling for humility and teachability, which he related to humility required for
effective leadership. Humility and teachability required confident individuals who consider
themselves capable and worthy. In contrast, humility and teachability mean that firms would not
select candidates characterized by hubris, superiority, dominance, disagreeableness, and conceit.
Winston noted that the Beatitudes also call on employers to demonstrate characteristics such as
caring rather than disregarding and controlling employees.
Moreover, Winston (2018) asserted that the call for Christians to be meek in the
Beatitudes emphasizes soft skills and emotional intelligence. Thus, the call to be meek calls
Christian managers to show and recruit employees who demonstrate strength and compassion,
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which requires controlled discipline, without which managers or employees can become either
laissez-faire or overbearing. Thus, employers should advertise a corporate environment defined
by compassion that strives for long-term improvement in employees and that creates an open
atmosphere to discuss challenges.
Winston (2009) interpreted the gifts of Romans 12:3-8 that promote person-job fit that an
employer can advertise to potential employees to include perceiving or sense-making, servant
leadership, teaching through listening, discerning, and analyzing in communication, coaching,
and mentoring, giving, which encompasses both meeting physical needs and giving one’s time
and personal resources, which could be interpreted as volunteering. Another critical Christian
attribute that employers should advertise according to the Bible, is Romans 12:3-8, which
conveys opportunities for leadership and a cheerful workplace.
Vecchio and Winston (2015) designed an instrument to assess the abilities mentioned by
Paul in Romans 12:3-8 by utilizing these gifts and admitting that scripture is a helpful tool for
day-to-day organizational life. The church’s seven spiritual talents are listed in Romans 12:3-8.
They are gifts that are significant to individual and corporate Christian existence. DellaVecchio
and Winston (2015) created a seven-scale tool that categorized the Roman 12 talents as
perception, service, teaching, encouragement, charity, leadership, and mercy. They posited that
these gifts also include ways individuals act ethically within an organization. DellaVecchio and
Winston (2015) postulated that there might be a relationship between giftedness described in
Romans 12 and person-organization and person-job fit, which has numerous organizational
implications. DellaVeccio and Winston used the Romans 12 motivational gifts instrument to
investigate person-organization fit and work satisfaction based on profiles of motivational
talents. Winston (2009) highlighted that, based on the Christian Bible, the Romans 12 motivating
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gifts apply to everyone, not only Christians. While it may seem natural to believe that Christians
have an edge in the Romans 12 talents, the wording of Romans 12:1-8 does not support this.
Paul’s letter in the Bible does not include any language limiting the gifts to those who receive the
letter.
The Romans 12 gifts define fundamental motives, or the innate inclinations that
distinguish each individual due to the Creator’s exceptional work in giving people gifts. Even
non-Christians in secular institutions should provide consistent and trustworthy results if
everyone is endowed with God’s gifts.
Benefit to Business Practice and Relationship to Cognate
This research has implications for business practices because employing highly skilled
workers is associated with more significant innovation, productivity, and profitability. However,
firms cannot employ highly skilled workers if they do not first attract them into the recruitment
funnel or lose them to foreign companies. International business links to this issue as the
businesses within the country of Jamaica are impacted as they are unable to sustain growth in the
global business market if they don’t have the intelligence of the nation’s graduates because of
brain drain, as graduates prefer taking their knowledge to more developed countries for better
prospects, therefore negatively impacting competitive advantage of businesses. According to
Gully et al. (2014), the impact of employer branding on a firm’s business practices arises from
the effect that the skill mix in a firm has in generating a competitive advantage, which requires
recruiting and hiring strong employees. Gully et al. (2014) asserted that the ability of a firm to
develop and maintain core competencies depends on the quality of talent a firm can recruit and
retain. The linking of core competencies and recruitment is a critical tenet of the resource-based
view of the firm, which perceives human capital as among the resources in a firm that is rare,
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inimitable, non-substitutable, and valuable. According to Dohnert et al. (2017), innovative firms
exhibited higher labor productivity, which depended on the percentage of employees who held at
least a bachelor’s degree. Moreover, Dohnert et al. (2017) associated firm productivity with
managerial talent, research and development, and innovation and learning, which are outputs
associated with tertiary-educated workers.
The benefit of this research study to business practices is that it provides a clear
framework that links the concept of employer branding with organizational attraction and,
ultimately, recruitment. The paper‘s framework allows human resource and talent management
professionals to apply a cogent model targeting tertiary-educated workers targeted by foreign
companies and win them (Ahmad et al., 2019). Some of the ways recommended actions from the
study include the need to engage in employer market research to establish their organizational
identity and image among prospective employees (Ahmad et al., 2019). The market research
provided a foundation for internal and external branding as an employer of choice, which should
have a digital platform that provides rich context to tell a firm’s narrative.
As mentioned at the outset of this study, the purpose of this research was to advise
Jamaican businesses on how to create their employer branding to attract tertiary-educated
employees. This is accomplished by contrasting tertiary-educated employees’ perceptions of
workplace attractiveness based on theory with firms’ management of employer attractiveness.
This enabled the authors to identify shortcomings and recommend developing and promoting an
appealing employer brand in Jamaica. Thus, managerial implications for the two main ideas of
this research study were employer attractiveness and external employer branding methods. This
research study noted that millennials want an exciting work atmosphere and challenging and
diversified jobs. Thus, managers should prioritize enhancing these elements in their
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organizations. A collegial and open work atmosphere was essential for Jamaican employees and
employers. Therefore, businesses should market themselves as social employers, which they
should actively communicate to the external labor market. Next, compensation was critical for
attracting high-skilled personnel according to potential employees and local companies.
However, empirical studies revealed that promotion of this element is limited in Jamaica
due to misalignment with what college-educated millennials want. Furthermore, training and
development is a significant choice factor for potential Jamaican workers to evaluate an
employer’s attractiveness, also regarded as the essential component for Jamaican companies.
Giving workers a sense of belonging, gratitude, and acceptance is necessary, and businesses
should try to promote these elements internally and publicly. When presenting their employer
brand to potential Jamaican workers, managers should emphasize training and development, the
social work environment, pay and compensation, and a sense of belonging.
Summary of the Significance of the Study
The research study had theoretical and practical consequences. Although the notion of
employer branding is evolving, this research study significantly contributed to emphasizing
various crucial points in its structure of theories and constructs. However, it failed to consider the
holistic approach where external employer branding initiatives to raise a firm’s labor market
reputation complement and enhance internal employer branding initiatives. However,
organizations’ efforts to integrate employer branding with talent management have gone
untapped. This research showed that the notion of employer branding to recruit tertiary-educated
workers was an effective talent management tool that raised the competitiveness of Jamaican
businesses. As a result, the study contributed to theory by exploring the relationship between the
two ideas. The practical contribution was enhancing organizations’ knowledge and awareness of
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combining and implementing employer branding and talent management as a collaborative
effort.
The present chapter discussed the study’s assumptions, limitations, delimitations, and
significance. The assumptions related to representatives of the chosen sample, which has a
significant impact on the generalizability of the study. The limitation of the study refers to the
fact that the study’s findings may not be generalizable to other countries, despite best efforts to
ensure diversity of firms and job candidates. The significant contribution of the study was that it
provides a perspective of a Caribbean developing nation, which was lacking in research.
Moreover, the study presented a first step toward comprehensively studying how Jamaican firms
and other developing countries can stem the significant challenge of brain drain that threatens the
competitiveness of local firms. Nonetheless, the study acknowledged a need for a quantitative
analysis that can provide a factor analysis into the attributes found to be influential for graduatelevel job seekers. Moreover, there is a need for in-depth research into employer internal branding
relating to employee retention to ensure that firms kept the competent, highly skilled employees
that they attract.
A Review of the Professional and Academic Literature
Business Practices
Employee attraction and retention are essential to the focus of human resource
management. Many firms have subscribed to the human capital theory, which holds that
investing in employees is vital to higher productivity and sustainable competitive advantage.
According to Sinha and Thaly (2013), many companies provide competitive remuneration,
bonuses, training and development opportunities, exciting and challenging work, workplace
benefits, and flexible working arrangements to attract high-quality job candidates. According to
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Sinha and Thaly (2013), recruitment has changed from a simple process into a sophisticated
practice with heavy reliance on digital tools. Changes in human resource management have
evolved with the globalization of business and the widespread adoption of best practices.
However, the focus of recruitment has remained the same: finding candidates possessing the
right skills, knowledge, aptitude, and attitude while reducing the cost and duration of job
candidate searches.
The Problem
The general problem addressed was the attrition of new university graduates from a
developing country resulting in a depletion of skilled workers. The challenge of emigration of
highly skilled workers, defined as those with tertiary-education from Jamaica and other
Caribbean countries, leaving their nation without a sufficiently large enough workforce to
support its productivity, competitiveness, and economic development.
According to Thomas and Magilvy (2011), the current migrating patterns in Jamaica
reflect the view that international migration presents as a strategy for attaining livelihood and
attaining personal goals. Moreover, emigration is highest among young adults in the 25–29 age
bracket, followed by the age group 20–24 years, and 30–49 years. The age groups represent
individuals within their early or middle working lives. The ever-growing scarcity of skilled
employees leads employers to seek comprehensive strategies for attracting and retaining talented
employees.
Employer branding emerged as a solution to the problem. However, employer branding is
plagued by the lack of a unified understanding, especially when discussing the identifier, the
employer brand, the means of building or modifying brand equity, and the employer branding
process (Theurer et al., 2018).
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The specific problem that was addressed was the potential failure of businesses within the
Jamaican Business Development Corporation (JBDC) to attract and retain new graduates to local
positions, resulting in a depletion of skilled talent and decreased competitiveness of Jamaican
businesses and loss of profitability to the organization
Concepts
The Employer Brand Conveys the Employer Value Proposition
Mascarenhas (2019) defined the employer brand as the benefits employees are likely to
derive psychologically, financially, and functionally and associate with the employer. In other
words, it demonstrates to employees what is in it for them in exchange for their skills,
capabilities, and professional experiences (Charak & Zaware, 2020). Mascarenhas (2019)
explained that the employee value proposition refers to an employer’s brand identity,
incorporating its core values and personality. The employer value proposition entails the tangible
and intangible attributes an employer provides, which can be psychological, functional, or
economic. The employee value proposition entails developing an employer Brand Key. After
that, a firm applies the cornerstone employee experiences, such as current image, management
style, organizational culture, and perceptions of product or service quality, to create a distinct
employer brand proposition. The proposition is distilled into messages of the value a firm offers
its workers.
Pawar and Charak (2016) highlighted that the employer brand proposition includes the
employment package, culture and environment, brand integrity, and employment experience.
The employment package includes financial compensation, job roles and responsibilities, work
environment, and career development. Organizational culture is characterized by openness,
independence, trust, validness, collaboration, experimentation, encounter, and master action,
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which is known as the OCTAPACE. Brand integrity relates to whether employees experience the
promises of an employer brand as accurate. Employment experience relates to job satisfaction
and loyalty. Cattermole (2019) characterized brand integrity as to whether a firm oversells its
benefits and rewards to potential workers and whether job advertisements match up with
employees’ experiences.
The Employer Branding Process Enhances Employment Brand Knowledge
Graham and Cascio (2018) identified that the purpose of the employer branding process
is building organizational identity by encouraging employees and job candidates to identify with
an organization as an employer. The employer branding process entails a campaign presenting
shared values, organizational identity, and critical attributes. The employer branding process
occurs internally through the efforts of human resource managers in validating the employer
value proposition. Externally, the employer branding process occurs through the marketing
function in consultation with human resources and line managers. Dineen et al. (2019)
concurred, noting that the purpose of employment branding is to differentiate an employer in the
labor market and maintain existing workers’ commitment by building a perceived unity with the
brand.
The employer branding process aims to build employer/employment brand knowledge.
Theurer et al. (2016) postulated that employer branding relates to building and promoting an
identifiable and unique organizational identity as an employer of choice. Dineen et al. (2019)
asserted that the employer branding process hinges on brand distinctiveness. Ronda et al. (2018)
showed that brand knowledge comprises attributes, personal values or goals, and benefits.
Kashive and Khanna (2017a) suggested that brand knowledge combines awareness and a brand’s
image. The brand image comprises associations of benefits, attributes, attitudes. Employer brand
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knowledge describes job seekers’ memories and associations with potential employers.
Employer brand knowledge includes familiarity, image, and reputation of an employer.
Employer Brand Orientation Leads to Greater Recruitment Efficiency
According to Sepulcri et al. (2020), in marketing literature, branding orientation means
shifting focus from meeting customers’ needs to creating a strategic meaning for a corporate
brand. Brand orientation is the strategic approach that places the corporate brand at the center of
organizational processes that direct interactions and activities of different stakeholders.
Tumasjan et al. (2016) hypothesized that employer branding orientation would increase
recruitment efficiency. This is because its embrace as the strategic orientation of human resource
management would lead to the deployment of considerable resources to employer branding
activities, such as job advertising and campaigning, among others. It would lead to better
employer brand performance by expanding the number of applicants, including their personorganization fit, and reducing turnover intentions. Tumasjan et al. (2020) introduced employer
branding orientation to the human resource management processes which encompassed creating,
developing, and protecting employer brand equity in continuous interaction with potential
workers and existing employees to attain a sustainable competitive advantage in the labor
market. The employer branding orientation serves as an overarching guiding principle in human
resource management. Employer branding orientation refers to the higher-order principles or best
practices associated with firm-level outcomes. Tumasjan et al. (2020) theorized that recruitment
efficiency assesses the time it takes to hire an employee and the cost per hire.
Employer Branding Process Enhances Job Pursuit Intentions
Lee et al. (2013) posits that recruitment advertisement attracts the attention of targeted
applicants. The employer branding process serves as a form of self-presentation as firms present
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information about themselves from their perspective. Job candidates use the given information to
prescreen a company and signal company attributes, impacting job pursuit intentions. Lee et al.
(2013) noted that firms with widespread recognition attract more applicants. For firms with a
negative reputation, the employer branding process can provide publicity and build the necessary
organizational attractiveness that mitigates the effect of negative publicity. The use of realistic
job previews enables firms to provide specific employment messages that influence attitudes
toward reported vacancies and job pursuit intentions.
Employer Brand Image Led to Greater Recruitment Pool
Ronda et al. (2018) noted that employer brand is at times studied as recruitment image,
employer attractiveness, and the employer brand image. Ronda et al. (2018) defined the
employer brand as the combination of financial, practical, and psychological benefits that an
employer provides and the labor market identifies with the recruiting firm. Traditionally, the
employer brand is perceived as a network of job characteristics and organizational attributes.
However, attributes and benefits in the employer branding literature refer to distinct concepts.
Employer attributes refer to extrinsic traits that an employer possesses, which constitute their
offering to job candidates. Examples of employer attributes include compensation, working
hours, training opportunities, and promotion opportunities. Job candidates’ job pursuit is
predicted by how individuals interpret that organizational attributes helped them attain their
personal goals.
According to Santiago (2019), employees’ personal goals and needs are economic, social,
interest, or developmental. Workers seek economic value from their remuneration. Workers
pursue jobs that offer developmental value, which concerns opportunities for professional
development. Similarly, workers desire interest value through exciting and challenging work that
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promotes self-realization. Also, workers seek social value concerns a sense of belonging and
emotional bonds. Therefore, the concept of benefits in employer branding refers to
interpretations prospective employees hold about a firm’s attributes or total work environment.
The conceptualization of employee benefits leads to perceived value. Ronda et al. (2018)
suggested that an employee-centric view of employer branding would be more advantageous
because it would allow firms to understand why prospective employees demand specific
attributes. Consequently, employers can adjust their brand value propositions to meet stated
needs.
Theories
Employer Brand Equity Theory
Theurer et al. (2018) found that brand equity theory is a marketing framework relating to
assets and liabilities that individuals associate with a firm’s or product’s brand identifiers.
According to Collins and Kanar (2015), employer brand equity borrows from consumer brand
equity, where brand equity refers to incremental value added to a product because of its brand
names. Notably, employer brand equity determines employment decisions individuals make,
such as applying for a job, accepting a job offer, or remaining with a company. According to the
Cable and Turban (2003) seminal article, organizational reputation represents a significant
“brand” that adds value to jobs beyond the actual job aspects. Thus, using organizational
reputation as a brand, investigating reputation lends itself to brand-equity hypotheses of
signaling effects of brands and consumers’ desire to associate with a brand. Yu and Cable (2018)
noted that the employer branding brand equity perspective is rooted in the organizational image
and reputation. Yu and Cable (2018) outlined that brand equity identifies several employer brand
elements, including employer familiarity, image, and reputation.
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Theurer et al. (2018) present that brand equity comprises brand knowledge’s elements of
brand awareness and brand image. Brand knowledge is also conceptualized as the brand equity
liabilities and assets of brand loyalty, brand associations, perceived quality, name awareness, and
other assets. Ščiukauskė (2021) determined that employer brand awareness, image, and
reputation are all components of an employing company’s brand equity. In decision-making,
these factors correspond to the consumer perception group. The elements of employer brand
equity include employer brand awareness, which refers to a candidate’s familiarity with an
employer’s brand since awareness is the memory node where they can store more connections.
Employer brand equity indicates an employer’s level of understanding and familiarity with an
employer. It is essential because it points to how people are aware of the positive and negative
aspects of working in a company. Another element of employer brand equity is employer brand
associations, which refer to a company brand’s attitudes and overall judgments. It also includes
any perceptions about certain aspects of working at a given business that influence hiring
decisions. Employer brand associations are everything associated with a firm in the mind of
workers and may include the underlying meaning of the employer brand. Other aspects of
employer brand associations are current and future employees’ thoughts and ideas, the names of
specific organizations, and work experience with the company. Employee brand associations
differ from employer brand associations in that employee brand associations are job-specific and
often emerge within the company through contacts with the employer. In contrast, employer
brand associations refer to current and potential employees’ perceptions of working at the
company.
Another essential element of employer brand equity is employer brand loyalty, which
refers to behavioral elements related to organizational culture and attitudinal elements related to
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business identification (Ščiukauskė, 2021). Employer brand loyalty refers to a person’s decision
to join or work for a company based on favorable impressions about the organization.
Ščiukauskė (2021) argued that only those who have encountered the employer brand, which
implies current workers and their opinions toward the company are relevant to employer brand
loyalty. Another aspect of employer brand equity is the employer brand image, which is the
employee’s impression of the employer’s image, molded by personal and professional
experiences. It influences employees’ attitudes and behavior in many ways. The employer brand
image encompasses the worker’s beliefs about the employer, which interacts with uniquely
human characteristics to attract specific sorts of job searchers.
The employer brand equity also encompasses the employer’s reputation, which is the
employee’s impression of how other employees evaluate a particular employer. Employer
reputation influences a job seeker’s decision to apply or accept a job in the absence of personal
choice about which career to pursue (Ščiukauskė, 2021). The final aspect of the employer brand
equity is employer brand trust, which refers to the employer’s perceived honesty, integrity, and
capacity to meet the needs of applicants and employees—an employee’s impression of how other
employees appreciate them. In the lack of individual work choices to create their social identity,
a job seeker’s outcome is influenced by their reputation (Ščiukauskė, 2021). Employer brand
trust refers to an employer’s perceived honesty, integrity, and capacity to meet the needs of
applicants and employees.
Stockman et al. (2019) contended that to have brand equity, consumers must first be
aware of the brand’s existence and recognize it amid competing brands. Secondly, a consumer
considered a brand to be positive if it possesses distinctive characteristics that enable it better to
meet the consumer’s needs than other brands. As a result, brand equity can provide a competitive
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advantage for businesses by giving information about a product’s features and a good consumer
attitude toward the brand. As a result, positive brand equity can positively impact organizational
outcomes like stock prices and market success. Stockman et al. (2019) pointed out that
consumers benefit from brand equity because it changes how they interpret information and
helps them make better purchasing decisions. Employer brand equity is a term used in the
applicant attraction literature to describe this concept. Employer brand equity refers to
candidates’ perceptions of a company as an employer based on their knowledge of and
experiences with it. Stockman et al. (2019) noted that the assumption that candidates use an
employer’s brand equity to compare employment possibilities is supported by research, which
has found evidence for a link between employer brand equity and application intentions and
decisions. In conclusion, when a company has employer brand equity, job searchers already
know something about the company as an employer.
Kucherov and Samokish (2016) recommended that companies with a low degree of
employer brand awareness should first adopt or upgrade methods geared at generating awareness
among the target population. Some examples of activities to raise employer brand awareness
include social media, public relations, advertising campaigns, and informal communication
networks. Low employer brand associations suggest that employers must educate their audience
about their appealing employer brand features for applicants to have a clear concept of what the
company’s “fantastic place to work” entails. Companies can convey their employer using the
career site, corporate brand, corporate social responsibility, and employer brand positioning.
Kucherov and Samokish (2016) argued that because of the low level of perceived job experience,
firms should use the following traits to improve employees’ perceptions of work and working
conditions. Firms should have clear procedures for recruitment and adaptation, and they should
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have tools to promote employee loyalty, such as employee surveys, which can help firms
evaluate employee commitment and loyalty. Another action firms can take is to reinforce the
employer brand identity based on the company’s vision and values, as well as everyday
compliance with labor and psychological contracts.
Social Identity Theory
Scheepers and Ellemers (2019) noted that social identity theory posits that individuals
derive portions of their social identities from their groups. Scheepers and Ellemers (2019)
identified that social identity influences job seekers’ evaluative judgments of employers and their
emotional commitment to an organization. Highhouse et al. (2006) and Younis and Hammad
(2020) posited that social identity theory links employer branding with organizational attraction.
Employers represent vital aspects of individual self-concept, which leads job seekers to be
attentive to the significance of organizational membership based on their self-presentation needs.
Zhu et al. (2021) noted that social identity informed the choice of employer-based on symbolic
organizational personality because affiliation with employer leads to value attribution. Therefore,
social identity theory suggests that job seekers choose employers based on the attributes of value
expression to indicate likability and trustworthiness and social adjustment to show an affinity
toward prestigious organizations. Lievens (2017) elaborated that job seekers are attracted to
organizations based on their awareness of objective and subjective intangible attributes that lead
them to develop an image of an employer and desire to be associated with the instrumental and
symbolic aspects.
Younis and Hammad (2020) posited that individuals might choose specific organizations
as employers to boost their self-esteem. Individuals’ identification may vary depending on the
amount to which organization participation satisfies their requirements for self-esteem and
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consistency. Furthermore, identifying with an employing organization is contingent on a relevant
audience that supported their involvement in this organization. A person’s worry about attaining
social acceptability due to working for a specific organization is called social identity
consciousness. Individuals identify specific groups to express and recognize themselves in the
larger community and get social approval or acceptance.
Paruzel et al. (2020) identified social identity theory as the most used theoretical
framework to explain how corporate social responsibility benefits employees. A distinct absence
of study in the organization combines all theoretical assumptions derived from social identity
theory. Social identity theory is a complex hypothesis that emerged from early social psychology
research. Employees’ relationships with their employers are transformed due to identification,
which leads to improved work performance. Self-categorizing processes are at the heart of social
identity theory’s concepts. People classify themselves and others as in-group or out-group
members based on social characteristics such as gender, age, or occupation. These classifications
give people a sense of belonging. According to studies using the minimal group paradigm, even
a simple random categorization into a group can elicit a sense of belonging. Working for a
socially responsible firm is a desirable social trait, and individuals seek out ethical jobs since
positive group affiliations boost self-esteem. Increased organizational identification positively
impacts other outcomes like work satisfaction and commitment.
Paruzel et al. (2020) identified the out-group’s uniqueness, prestige, and salience as the
three antecedents that boost the inclination to identify with an organization. Uniqueness is
defined as a group’s distinctiveness that distinguishes it from other groups. When a company’s
corporate social responsibility activities are distinct from other firms, consumers are more
inclined to identify with it. Prestige refers to people’s need to connect with victors, which boosts
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their self-esteem cognitively. Prestigious firms have a good reputation because their CSR
activities earn awards or are covered in the media. The ease with which a group category or
membership comes to mind is its salience. The in-group becomes more conscious as other
groups become more aware.
It was highlighted that the most prominent social psychological theory of people’s
identification with groups, and the theory that has shaped organizational identification research,
is social identity theory, which emphasizes that affiliation-related motives are at the heart of
understanding people’s readiness and strength to identify with collectives. For example, social
identity may help people cope with uncertainty by giving a feeling of stability and anchoring
within the very complicated social environments they must navigate and meaning and direction
on how to behave toward, interact with, and relate to others. If an organization is to fulfill its
purpose, its members must feel connected to it and linked with it. If members’ feelings about
their membership in the organization are shaky, they are unlikely to get purpose, security, or
assurance.
According to social identity theory, affiliative concerns and motives would cause strongly
identified group members to comply with group norms. Indeed, conformity is a fundamental
focus of social identity theory, probably because it was designed as a model for explaining
intergroup dynamics in the first place. Intergroup dynamics need group members to perceive and
behave in similar, collectively coordinated ways rather than divergent, individualistic ways,
requiring conformity. Conforming to the group’s norms is one of the group’s distinguishing
qualities. As a result, people confirm their identity and satisfy their desire to feel included,
prototypical members of a group distinct from others. As a result, when people identify with a
group, they downplay their distinctive, individualistic characteristics and behaviors that favor the
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groups. Individuals’ feeling of belonging and fit the group. Their perception of the distinctive,
enduring traits that separate the group from others can be undermined by deviant or unusual
actions or attributes, which can cause them to question their belonging and fit with the group.
According to previous studies, identification, adherence to group norms, and
belongingness and affiliation demands are all linked. Across a variety of traditional influence
models, social identification boosts compliance. Furthermore, conformity meets individuals’
desires for belonging and affiliation and boosts good affect among highly identified members.
The relationship between conformity and affiliation is represented in the link between uniformity
and loyalty that some individuals make. Strongly identified group members’ compliance can
represent real deindividuation, in which a person’s sense of self is entirely merged with the
collective. It might also represent more surface-level, deliberate attempts to assert and legitimize
one’s group membership. However, affiliative motivations are present in both cases since
deindividuation requires attachment.
Attraction-Selection-Attrition Theory
Furnham and Palaiou (2017) noted that the attraction-selection-attrition theory is critical
because it serves as the underpinning theory of applicant attraction. The attraction-selectionattrition theory explains that applicant attraction occurs across three stages. The first stage is
attraction, which relates to differential attraction to careers based on unique interests and
personalities. In other words, individuals are searching for person-organization and person-job fit
in looking for potential employment. The second aspect of the attraction-selection-attrition
theory is selection, which posits that firms select individuals based on evaluating their abilities,
motivation, and personality to succeed at the applied job. Selection implies that employers tend
to drift toward homogeneity by selecting candidates similar to current employees. The last stage
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is attrition, which refers to employees leaving an employer because of a lack of personorganization fit. Furnham and Palaiou (2017) argue that the socialization stage happens before
attrition, where employees learn of firm expectations toward them. The conceptual framework
presented in the present research is concerned with attraction and selection and less so with
attrition, which would require a focus on current employees.
Signaling Theory
Signaling theory connects the employer branding process and the employment brand
knowledge aspect of the conceptual framework. According to Bangerter et al. (2012), signaling
theory is applicable in all human interactions where individuals seek cooperation despite their
motives being imperfectly aligned. The process of personal selection for organizations represents
a situation where collaboration is necessary despite different reasons. Employers want to obtain
applicants’ accurate information, while applicants desire to appear attractive to organizations. At
the same time, it would benefit job candidates and employers if they exchanged precise details
on each other to raise the quality of decisions they both make. Organizations and job candidates
evaluate each other by looking for honest signals relating to person-job fit and personorganization fit.
According to signaling theory, Stockman et al. (2019) observed that people rely on
signals to make evaluations or judgments in the situation of information asymmetry. This means
that the more information applicants know about a possible employer, the less asymmetry.
Therefore, the fewer additional signals they would require reducing ambiguity about their
employment decision. As a result, because of a business’s employer brand equity, the signaling
effectiveness of negative word of mouth is likely to be decreased when candidates already have
prior awareness of a company (Bangerter et al., 2012). As a result, negative word of mouth has
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no effect in trials when participants are asked to rate a familiar firm. The influence of recruiting
sources on candidate attractiveness is explained by signaling theory. The information imbalance
between two parties is given in signaling theory, along with ways to decrease it.
Applicants face a dearth of knowledge about a potential employer early in the job search
process. To understand what it’s like to work for a company, people look for accessible cues and
utilize them as signals regarding the critical job and organizational characteristics to fill in the
gaps in their knowledge. According to a previous study, job seekers learn about a potential
employer through various sources, including treatment during the application process, recruiting
activities, and the qualities of the recruiter. Word of mouth is a meaningful source of job or
company-related information that job seekers rely on during their job search. Word of mouth is
an indicator of a company’s qualities, such as its workplace, that is likely to impact applicants’
opinions of the company as a possible employer.
There is a more vital link between positive word of mouth and candidate interest than
with other, more company-controlled sources of employment information like job adverts and
job fairs. Furthermore, because many job postings are not formally disclosed or publicly known
but instead announced through informal channels, word of mouth can give job seekers an
advantage in their job hunt. As a job seeker, relying on word of mouth leads to more job offers,
higher-quality offers, and quicker re-employment. Applicants employed through informal
methods, such as word of mouth, are more satisfied with their new job, have a better match, and
stay in a firm for more extended periods, all of which indicate higher-quality employment. In
terms of word of mouth’s influence as an informative signal, a plus for candidates is that
corporations do not have perfect control over the material communicated through word of mouth.
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Word of mouth might also contain negative information. Surprisingly, while research has
established the importance of word of mouth in the job search process, little research has been
conducted on the impact of negative word of mouth on candidates’ attitudes toward potential
employers, with conflicting results. As a result, as a signal for job searchers, we focus on the
negative word of mouth and its varying strength. Word of mouth can provide unfavorable
information about a potential employer’s different features, such as a poor work-life balance or
unsupportive leadership. As a result, this data can offer job seekers clues about whether a
company is a wrong place to work (Connelly et al., 2011).
Constructs
Employer Brand Reputation
According to Turban and Cable (2003), the employer brand reputation is the perception
of the overall appeal of a brand relative to its competitors. Generally, such factors as the firm’s
financial performance, size, advertising and media exposure, and the industry it operates in can
influence an organization’s reputation. Theoretically, a firm benefits considerably from a
positive reputation because it signals internal and external stakeholders, such as current
employees and potential applicants. Employer brand reputation is significant because a positive
reputation bestows social status and gives stakeholders, especially job applicants, information
about the perception of an organization compared to its rivals. Therefore, the construct of
employer brand reputation supported the notion that firms with a positive employer brand would
attract more job applicants and have more interviews and acceptance rates because of the
heightened self-esteem it could provide.
Kashive and Khanna (2017a) posited that businesses with strong positive reputations are
more appealing to job searchers than firms with no or poor reputations. As a result, college
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students are highly impacted by the opinions of friends and classmates throughout the early
phases of their job hunt. They emphasized the relevance of company branding to various
stakeholders, including customer appeal, investor confidence, and employee motivation. Firm
reputation functions as a “brand,” and the distinction between brand and reputation is frequently
challenging to make. A brand and a reputation are equivalent in certain respects.
Personality qualities would be used in one form of organizational cognition to describe an
organization’s reputation. The use of human personality traits as a “personification metaphor”
allows for solid comparisons. Some businesses are considered fashionable, while others are
considered distinguished. Symbolic aspects of the organization’s employer brand would help
describe its image in terms of its subjective, abstract, and intangible attributes. In contrast, more
instrumental aspects of the employment brand would describe the employment offering’s
objective, physical, and tangible attributes. Kashive and Khanna (2017a) explained that
organizational personality-type adjective instruments had yielded seven key personality
dimensions: agreeableness, entrepreneurship, competence, chic, ruthlessness, informality, and
machismo. Another organizational personality description yielded the traits of innovativeness,
dominance, thrift, and style using a variety of personality tests.
Employment Brand Knowledge
According to Gardner et al. (2011), employment brand knowledge is a composite of the
brand attitudes and brand familiarity that job candidates have toward an employer. It is the
memory of a brand identity to which other information about a brand is linked.
Kashive and Khanna (2017b) highlighted that brand awareness and brand image are two aspects
of brand knowledge. The speed with which you can recall a brand and identify it are two
essential factors for brand awareness. Types, favorability, strength, and originality may all be
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used to determine brand connections. Job searchers create ideas about potential employers in the
same way that customers do about products and services; these beliefs serve as the foundation
for deciding whether to pursue or accept employment offers. “Employer knowledge” relates to a
job seeker’s recollections and associations with a potential employer. Employer knowledge gives
job seekers a framework for categorizing, storing, and recalling information about employers.
Brand awareness and brand image are two aspects of brand knowledge. Brand image
elicits connections such as product and on-product features, economic, functional and symbolic
advantages, and attitudes. Employer knowledge gives job seekers a framework for categorizing,
storing, and recalling information about employers. Employer familiarity, employer image, and
employer reputation were identified as three broad aspects of employer knowledge.
Employment Brand Familiarity
Gardner et al. (2011) outline brand knowledge comprises brand recall, which describes
the likelihood of an employer brand coming to mind when considering employment in a
particular sector. The other aspect of brand familiarity is recognition by job candidates when an
organization’s name is given. Kashive and Khanna (2017b) – The first dimension is employer
familiarity or a job seeker’s understanding of a company. Applicants’ opinions of a company’s
attractiveness as an employer are linked to its general familiarity, with more familiar businesses
being seen as more appealing.
Employer Brand Attitude
The employer brand attitude is an element of employer brand knowledge. It refers to the
memory associations that job candidates and the larger public have toward a brand. The memory
associations toward a brand include the direct and the indirect benefits individuals perceive that
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they can obtain from a brand (Tumasjan et al., 2019). The employer brand attitude can be
evaluated based on the extent to which it is unique, strong, and favorable.
Organizational Attraction/Employer Brand Attractiveness
Organizational attraction is evaluated based on how workers respond to their brand
knowledge. Some ways it can manifest include being attentive to employment information, such
as recalling, comprehending, or responding to employment information. Other ways
organizational attraction can manifest include anticipating being satisfied with an employment
decision, which means that one experiences decreased sense of difficulty in deciding to work for
an employer and reports loyalty, commitment, and high-quality employment after accepting a
position (Gardner et al., 2011).
Job Pursuit Intentions
According to Acikgoz (2019), job pursuit intentions relate to job candidates’ decision to
apply for an advertised position, proceed with the interviews, and accept a role when it is
offered. Job pursuit intentions also relate to individual decisions to recommend job opportunities
to other individuals.
Employer Brand Image
Kashive and Khanna (2017b) explained that the second component of employer
knowledge is employer image. This component is concerned with applicants’ perceptions of the
company as an employer. Potential candidates have preconceived notions about objective
elements of the organization, such as its size, location, and degree of centralization or
geographical dispersion. Potential applicants understand the characteristics of a particular
position at a company where they could apply, such as compensation, perks, work style, and
promotion prospects. Job and firm qualities are helpful because they define a job or a company
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in terms of objective, tangible, and factual characteristics that it has or does not have. Employer
branding is a type of corporate identity management that involves establishing an image of the
company as a distinct and desirable employer both inside and outside the company.
Younis and Hammad (2020) postulated that the collection of beliefs that a job seeker or
applicant has about the company, employment circumstances, job characteristics, and individuals
who work for the employer is referred to as the employer image. The employer image is
mirrored in an individual’s perception of a particular location, whether that location is suitable
for work. It refers to the information about a company that is currently available. The company’s
image is linked to the outcomes of a good employer based on an organization’s efforts to stand
out from the crowd. Employer brand attempts to establish a brand connection that links the
business to a particular set of values, perks and behaviors result in the employer’s image.
Because of these associations, the organization’s image as an employer is formed, and this
molded image impacts the business’s desirability among job seekers.
The organization’s qualities and benefits should be translated into value propositions
presented to potential workers. Firms would go unnoticed if they do not try to communicate
inside. Employer branding is viewed as a strategic strategy for recruiting and keeping personnel.
Its function is to reflect employer actions that may positively impact candidates’ decisions to
apply for a given position, such as official recruitment activities, advertising, and informal
contact channels, such as word of mouth. This reflecting process fosters a pleasant employment
experience within the business while also assisting the employer in establishing his position as a
nice place to work in the eyes of future workers. The following are examples of different sorts of
information that may be disseminated through communication channels to influence an
employer’s image.
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To begin with, there are employer data, which pertains to objective organizational aspects
such as rules, processes, and standards. Second, job information refers to knowledge about the
features of a particular work. Third, people data pertains to the many sorts of individuals who
make up a business, such as coworkers.
Theurer et al. (2019) note that employer brand relates to job seekers’ beliefs about an
employer. Employer brand image is a function of familiarity and reputation of an employer
brand, and, in turn, it influences organizational attraction. The image of an organization is
essential because it affects job pursuit and job application intentions. According to Lievens
(2017), an organization has multiple images based on stakeholders. For instance, financial
performance, corporate social responsibility, a product or service image, and an employer image.
Elements of the employer brand image are clustered using the instrumental-symbolic framework.
Instrumental-Symbolic Framework
The instrumental-symbolic framework can help to study applicants’ needs and wants
from organizations. Kumari and Saini (2018) explained that the instrumental-symbolic
framework helps conceptualize the employer image’s primary elements. The symbolic image
helps employees maintain their self-identity, improve their self-image, or express themselves,
including recommending their organizations as potential employers to others. Furnham and
Palaiou (2017) outlined that instrumental factor relates to objective and factual characteristics
that candidates would or would not achieve. Instrumental motives are essential in influencing
organizational attractiveness to job applicants. Examples of instrumental motivations include
compensation, opportunities for professional advancement, challenging tasks, job security, range
of career opportunities, company reputation and location, and flexible working arrangements
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(Kumari & Saini, 2018). In contrast, the symbolic image relates to subjective and intangible
characteristics relating to comprehension of an organization and its inferences.
Hoppe (2018) elaborated that the instrumental-symbolic framework of perceived
employer image deconstructs a brand image into its functional, experiential, and symbolic
benefits. The instrumental-symbolic framework examines perceived employer image. While
functional advantages are associated with product-related qualities, such as the objective,
physical attributes, symbolic benefits are associated with non-product-related features, such as
subjective, intangible traits, and serve goals such as social approbation and self-esteem.
The characteristics of the symbolic aspect are derived from brand personality factors.
Sincerity, enthusiasm, competence, sophistication, and ruggedness are the five characteristics of
brand personality (Hoppe, 2018). Because it is difficult to translate concepts from a product to an
employer branding viewpoint, the experience dimension, such as sensory gratification or
cognitive stimulation, is ignored. The symbolic dimension of predictive power for potential
employees’ perceptions of organizational attractiveness, employer brand attractiveness,
employees’ evaluation of organizational attractiveness, employees’ organizational identification,
recommendation intentions, or willingness to testify is the focus of research on the instrumentalsymbolic framework to predict attitudes and behaviors. Furthermore, more robust organizational
differentiation is based on symbolic traits, emphasizing the role of symbolic values in
differentiation when instrumental factors like compensation and job security provide no means of
distinction from competitors.
Realistic Job Previews
The attraction stage requires that firms provide job candidates with accurate and realistic
information about potential jobs and potential employers, which is associated with positive work

72
outcomes, such as high performance, low attrition, high job satisfaction, and low voluntary
turnover (Vincent, 2019). Vincent (2019) explicates that realistic job previews influence the
attraction stage because choosing an organization as a potential employee is a subjective rather
than objective process. The provision of realistic job previews can help overcome the reliance on
recruiter characteristics, which Vincent (2019) finds to be the case due to lack of adequate
information about job attributes, which prevent job candidates from comparing different job
offers.
Person-Organization Fit
van Vianen (2018) noted that job candidates evaluate congruence between characteristics
of potential employers and their personal attributes, often implicitly, and the perceived match
influences their initial attraction to an organization and the job acceptance decision. van Vianen
(2018) noted perceived fit arises because applicants interpret job and organization characteristics
considering their needs and values.
Jehanzeb and Mohanty (2018) explained that person–organization fit (P–O fit) indicates
that individual and organizational values are in sync. Some stated benefits of P–O fit include
increased loyalty, organizational commitment, increased productivity, and lower attrition.
Employees must get along with their coworkers and fit into their work environment. The
compatibility of people with the organizations in which they work is referred to as P–O fit. The
compatibility of individual and organizational ideas and values, personality, and/or goals is often
referred to as P–O fit. As a result, various research has established that similarity between the
organization and the individual on some qualities influences individual attitudes and behaviors to
a great extent.
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Related Studies
An instrumental-symbolic framework is essential in categorizing employer image
characteristics into instrumental and symbolic attributes. Alshathry et al. (2017) explained that
the instrumental qualities of employer image refer to practical considerations, such as job
security and job location, while symbolic attributes refer to self-expressive organizational
characteristics, such as prestige (Jehanzeb & Mohanty, 2018). Employer brand associations
emerge from job and organization benefits and attribute that firm’s highlight during the branding
process, which serve as the basis of its value proposition to prospective employees. Other
outcomes that signal employer brand include employer brand capital and firm reputation in the
labor market. Employer brand capital evaluates the extent to which current employees advocate
for the employer and the reputation a firm holds as the “employer of choice.” Tumasjan et al.
(2019) explained that the instrumental and symbolic attributes become the employer branding
orientation, which describes the ongoing interaction an employee maintains with potential
employees to achieve a competitive advantage in the labor market (Tumasjan et al., 2019). The
second theme is the marketing strategies of an employer brand to prospective employees,
conceptualized in terms of job pursuit and job choice intentions.
In their research, Auer et al. (2021) showed that prospective employers use either general
or employer/industry-specific schemas when interpreting employer branding materials. General
schemas find use when prospective employees do not have a strong familiarity with a
prospective employer. The general schema typically entails evaluating the employer branding
materials based on trends, the materials’ quality, including their visual contents, and perspectives
on topics that firms discuss in their recruiting materials. However, prospective employees
invoked industry or employer-specific schemas when they knew of a firm’s image or features,
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such as its size, target market, products or services, or the industry segment. Prospective
employees create employer images from their interaction with employer brand materials,
employer attributions, and critical reasoning on their interpretations of the employer. Often,
prospective employees have tensions in creating employer images because of perceived
inconsistencies in values or messages from brand materials and other sources of information,
such as word of mouth or personal experiences.
Benefits and the perceived value that Ronda et al. (2018) indicate are the dimensions of
economic, social, interest, and developmental value they convey to prospective employees
(Santiago, 2019). Santiago (2019) hypothesized a positive correlation between social value, the
value of interest, the value of cooperation, brand attractiveness, and economic value with the
intentions of prospective employees, particularly millennials, to submit a job application to a
prospective employer. Santiago (2019) posited that the benefits and perceived value are likely to
differ based on generational cohorts, especially millennials. The millennial generation is
characterized by a disdain for rigid rules, an embrace of technology and electronic collaboration,
a preference for transparency in organizations, and an attraction to organizations with active
corporate social responsibility. Moreover, millennials tend to trust companies less, and they are
less loyal than previous generations. In its Millennial Survey, Deloitte found that 46% of
millennial workers planned to leave their employers. Only 28% of millennials intended to stay
with their employers for five years (as cited in Santiago, 2019).
Graham and Cascio (2018) described that only 3% of new workers left a firm within 90
days of being hired after a company moved to realistic job previews using the “day-in-the-lifeof” format descriptions for its customer-facing positions. In contrast, 22% of new hires left the
company within 90 days of being hired before using the realistic job previews. Organizations
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may emphasize crucial aspects of the work environment and culture, such as cooperation,
customer focus, and fair treatment of employees, initiative, and creativity, in addition to realistic
job previews. Every one of them contributes to the company’s favorable image. Potential recruits
also want to know what a company stands for, and communicating values honestly is crucial to
the branding process.
Brusch et al. (2018) revealed that university students look for employers along the
dimensions of environmental and social awareness, progressiveness, trust, and tradition. The
dimension of practice measures the extent to which an employer is well-known, established, and
authoritative in a particular field. Environmental and social awareness is concerned with
sustainability, environmental friendliness, a friendly workplace, and family friendliness. The
aspect of progressiveness involves perceptions that an employer is innovative, modern,
international, and dynamic. Finally, the element of trust is concerned with perceptions of
reliability, seriousness, and honesty.
Kalińska-Kula and Staniec (2021) reported that employer branding measured in terms of
image and attractiveness arises from internal and external branding activities. Employer image is
concerned with the employer’s attractiveness in the labor market. Also, it related to the
perception of the employer as responsible and the likelihood that current employees recommend
an employer to others. Moreover, it considered the respectability of the employer and the
perception of a firm as an “employer of choice.” The elements of employer attractiveness include
a satisfying salary, employment security, attractive locations, flexible working time, work-life
balance, work prestige, job satisfaction, good work atmosphere, effective intra-organizational
communication, knowledge sharing, market positioning and reputation of a firm, corporate social
responsibility, opportunities for career advancement, and the opportunities to influence company
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operations and development. Some external branding activities that firms can undertake that
affect their image and attractiveness as employers include corporate advertising, recruitment ads,
career fairs, career services offices, university events, sponsorship activities, recruiting company
ambassadors, and social media. There are also internal branding activities that firms can
undertake to improve their image and attractiveness as employers, including team-building
activities, coaching, internal communication, employee training and development, and personal
performance appraisal systems.
Tikson et al. (2018) considered the effect of employer branding on candidates based on
gender and educational level. Gender was an essential attribute to consider because the
employment landscape has changed such that males and females have equal access to job
opportunities. The job candidate’s level of education was a relevant attribute because applicants
with an educational background are more likely to be hired by organizations to fill certain
positions. Firms may need skilled employees with credentials, such as educational background,
certifications, professional experience, or other competencies necessary for the work. Tikson et
al. (2018) noted that male respondents in their study were more attracted to instrumental
attributes of employer branding because of their orientation toward career development and
progression.
People who appreciate instrumental attributes are more inclined to obtain professional
experience to advance in their careers. A promotion sends a positive signal to the promoted
person who feels appreciated and the broader workforce, who perceive it as motivation. They are
likely to stay with an organization hoping for their promotion. The study determined that female
respondents favored symbolic attributes because they desire a stable career and an enjoyable
workplace. Symbolic attributes relate to individuals’ subjective feelings, including their
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perceptions or feelings about their work and the organization, which directly or indirectly impact
their approach to their work, and their convictions about anticipated outcomes, such as
professional achievements, work-life balance, self-respect, social status, and exciting life. The
results revealed that more job candidates with an undergraduate education prefer instrumental
attributes over symbolic attributes. Tikson et al. (2018) explained that the observation is because
most undergraduate job candidates seek employment for the first time, focusing on entry-level
positions, which leads them to focus on an organization’s reputation during job application
overly.
Employer branding is essential in the job application process because the organizational
image, which conveys organizational qualities, has a significant impact on the workforce’s first
impression of the attractiveness of an organization. Employer branding allows organizations to
display the distinct characteristics that set them apart from competitors and are visible to
applicants. Consequently, applicants can select which company they find most appealing to
them. Organizations should use other features, such as culture and values, to recruit new
employees. Tikson et al. (2018) found that postgraduate students preferred symbolic elements of
the employer value proposition. The employer value proposition results from brand equity assets
and brand knowledge. The extant literature unveils that job candidates have perceived employer
value proposition in instrumental and symbolic image attributes. Since most postgraduate job
candidates tend to have employment experience, they seek organizations where they can
establish their careers and thrive. They seek work environments where they can develop strong
relationships with colleagues and leaders.
Kucherov and Zamulin (2016) examined successful employer branding methods used by
Russian information technology firms to attract and retain talented young workers. Most of the
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targeted information technology workers belonged to Generation Y, sometimes known as the
Millennial Generation. Career opportunities and relevant, demanding responsibilities are crucial
for Millennials. Millennials want to work for companies that constantly invest in their
professional development. Thus, information technology businesses should be attentive to human
resource development practices during the employer branding process to attract bright
Millennials.
Kucherov and Zamulin (2016) reported that a survey of Russian information technology
companies revealed that most anticipated expanding personnel numbers and payroll
expenditures. The onus is on information technology firms to demonstrate that their organization
is a “great place to work” to attract qualified and engaged employees. In other words, they must
present their appeal, worth, and originality to potential employees. Most youthful information
technology workers are Millennials or Generation Y, who exhibit the following individual
attributes. Millennials are ambitious, which leads them to be unafraid to migrate to new places
and share their knowledge. Millennials have an international orientation, meaning they are
considerably informed about happenings globally, and they are concerned about it.
Millennials desire to have enjoyable and fulfilling jobs, and they are open about their
expectations of a career and a firm. Millennials have stronger self-esteem and confidence in their
skills, making them less susceptible to depression. Millennial employees are thus adaptable,
open-minded, and demanding. Millennials have significant self-reliance, independence,
individualism, social activity, and a desire for teamwork. They have high expectations of their
employers and want to work on challenging projects in a challenging setting. Millennials
constitute most IT firms’ core segment of future and current employers.
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As a result, it is not unexpected that information technology companies face significant
pressure to employ new ways of building and delivering human resource development practices.
An ideal employer brand has six essential characteristics: the labor market attributes a positive
image to a firm, the employer adheres to the psychological contract with employees, the
employer has standardized employer value propositions to employees, uniquely combined
financial and non-financial features that appeal to job seekers, job candidates recognize a firm as
a desirable employer, and the employer invests in differentiating oneself as an employer of
choice in a labor market category. The firm has stable policies and activities for positioning
oneself as an employer in the labor market.
Kucherov and Zamulin (2016) found that WOW and Strategist companies attracted
Millennial workers. ‘WOW,’ companies have powerful corporate identities and values, which
lead them to attract young professionals. They represent firms with market dominance in
industry to symbolize strength, influence, and social status. However, ‘Strategist’ firms have
intensified their employer branding activities, threatening the position of ‘WOW’ companies as
preferred employers.
‘Strategist’ companies intentionally create partnerships with students and graduates of
renowned institutions because they recognize employer branding is a crucial part of their strategy
to compete and thrive in the labor and consumer market. Survey results indicated that many
Millennials value exciting activities, a high compensation, and professional growth and
development opportunities when choosing an employer. Millennial workers highly ranked
workplaces that equipped them with challenging and relevant professional assignments,
bolstered by superior training offerings. Also, they favored firms that offered them flexible
working conditions and substantial financial compensation.
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Kucherov and Zhiltsova (2021) elaborated that corporations, in addition to traditional
recruitment techniques, frequently use social media for marketing their brands. The impact of
social media on potential applicants’ opinions of the business and their desire to join an
organization as an employee is nevertheless unknown. They examined the impact of corporate
social media on potential applicants’ perceptions of company brand image and attractiveness. A
unique characteristic of Millennials is their skill and passion for social media. Kucherov and
Zhiltsova (2021) reported that 62% of Millennials used social media to learn about organizations
and job openings. Millennials find social media to be a direct and fast approach to appraising
potential employers and gathering knowledge because the information from a company’s
employees is perceived as more persuasive than if the company conveyed the same information
by itself.
Kucherov and Zhiltsova (2021) found that the perceptions of job candidates with
bachelor’s and master’s degrees in the Russian context were significantly influenced by social
media. However, job candidates with a master’s degree were less likely to rely on social media
because they possessed a more extensive social network that they exploited during job hunting.
In the context of the Russian labor market, the use of social networks in promoting Millennials’
job prospects required using the platforms to engage them in conversation rather than just
transmitting information. The use of interactive media, such as videos and photos, helped job
candidates to visualize the life within the company, which may impact their employment choice.
Botella-Carrubi et al. (2020) explained that some authors claim that there has been a
reversal in the selection processes. Candidates, particularly those with the most talent, are now
choosing their employment. This has prompted businesses to fight for the best employees, which
is why effectively promoting themselves on social media and developing an employer brand is a
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top responsibility. As a result, Botella-Carrubi et al. (2020) identified the development of
employer branding as one of the most significant difficulties facing human resources
management. According to Botella-Carrubi et al. (2020), firms who invested in good employer
branding see a reduction in expenses due to improvements in recruitment processes, a lower
employee turnover rate, and employees who are happier and less likely to leave the company.
Employer branding strategies enable a company to develop a reputation as a “first choice
employer,” allowing it to recruit and retain the best people drawn by a strong employer brand
and a common culture. It is considerably more credible for potential candidates to have company
personnel advocate the organization as a desirable place to work. As a result of workers’
satisfaction with their experience in the company, employers have become ambassadors for the
organization.
According to Biswas and Suar (2016), after controlling for the impacts of realistic job
previews, perceived support and prestige of an organization, and reward administration equity,
public sector units had higher levels of employer branding than private sector firms and service
sector firms had higher levels of employer branding than manufacturing sector firms. Realistic
job previews, perceived company prestige and support, equity in reward administration, and all
positively impacted employer branding when ownership and industry type were controlled.
Ownership and industry type had no substantial impact on employer branding. In the second
model, organizational trust and top management leadership were favorably associated with
employer branding when their impacts were adjusted. Similarly, when the effects of ownership
and industry type were altered in the third model, psychological contract responsibilities and
corporate social responsibility predicted employer branding positively. High scores on employer
brand equity, employer brand loyalty, employee engagement, and talent acquisition and retention
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represent employer branding. The findings showed that they are linked while they are distinct
constructs.
Aldousari et al. (2017) asserted that every company has a distinct image. The research
contrasts businesses that engage in formal employer branding initiatives with those that do not.
Organizations are divided into three categories based on their employer branding strategies:
firms with a fully developed plan, those with a partially developed strategy, and firms without an
employer branding plan. Sri Lankan businesses tend to recruit and retain top personnel for
lengthy periods than businesses in industrialized nations. It is critical in Sri Lanka because of its
post-war economic difficulties, a scarcity of graduates in many fields, and the departure of highly
trained people to countries where employment possibilities abound, particularly in the Middle
East, where pay is higher.
Despite employer branding being extensively utilized by Sri Lankan businesses, it
remains understudied and poorly documented. However, many Sri Lankan enterprises claim that
employer branding is unnecessary since a company can recruit and retain high-quality personnel
without it. For image and reputation, corporate and product brands and organizational identity
are increasingly essential. Ordinary people performing average occupations are in high demand.
As a result, businesses do not require many highly skilled personnel. Offering incentives and
compensations is an effective way to recruit and retain employees (Aldousari et al., 2017). A
significant percentage of very successful companies have failed to have an official employer
branding plan. Therefore, it is important to determine which role inside a company oversees the
employer branding process. There is no consensus on who oversees managing employer
branding. The most frequent viewpoint was that human resource management should oversee
employer branding. There were, however, opposing viewpoints, with some researchers stating
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that human resource practitioners should not be solely responsible. As a result, the authors
argued for human resource and marketing professionals working together to develop, cultivate,
and enhance employer branding.
Discovered Themes
Psychological Contract
Understanding the link between a firm and its employees was crucial to good employer
branding. They used psychological contracts theory to define this link and explain its
significance in the context of employer branding. Employer branding is a set of subjective
perceptions about an exchange arrangement between a person and a company. According to this
hypothesis, an employee’s view of and reaction to their job is heavily influenced by their prior
expectations. Psychological contracts are formed because of individual perceptions of the
organization. Expectations and implied promises are all part of the impressions. What employees
expect from their employer, what is offered, and what is delivered are all included.
According to social exchange theory, the psychological contract refers to the employee’s
and employer’s unwritten views about what each should offer and what each is bound to deliver
in the exchange relationship between them. A job offer’s psychological contract duty serves as
the foundation, which inspires employees to perform better. Employees are the first to notice if a
business is living up to its brand promises. Adverse effects ensue when employees sense a breach
of the psychological contract, such as lower productivity, decreased loyalty, dysfunctional
behavior, reduced trust, emotional tiredness, job discontent, and intention to resign. As a result,
maintaining the psychological contract duty enhances employer branding.
This reality motivates firms in employer branding to use external and internal
communication to foster a favorable opinion of the company’s image among employees. The
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fulfillment of a company’s psychological contract improves its brand among potential
employees. The interpersonal components between employees and management should be
prioritized. Information exchange, employee participation, fair performance management, and
training are all human resource strategies that can help build employee trust and a branded
organization.
The findings showed that psychological contract between employers and workers in
Jamaica for tertiary-educated workers depended on working conditions and compensation, which
influenced job satisfaction and job loyalty. Work environment was an essential aspect of the
psychological contract and work stress, and overwork interfered with it, especially when workers
felt that benefits did not match the invested effort. Failed reciprocity can lead employees to
develop negative emotions and stress. The findings indicated that psychological contract
depended on perpetual investment in the employment relationship so that an employer could
continue fulfilling the promises made to prospective employees in its external employer branding
communications. An employer has an obligation to match the level of engagement promised to
prospective employees. By maintaining the promises it makes, an employer can continue to
attract and retain desired job candidates.
Support of Senior Leadership for Employer Branding
Biswas and Suar (2016) discovered that employer branding is linked to a company’s
philosophy. When one thinks of great companies, people envision their leaders. No amount of
money invested can maximize the benefits of employer branding unless the company’s
management can deliver on the employer branding promises and spread them throughout the
organization. Employer branding propositions cannot be realized without unambiguous
agreement and aggressive support from top leaders, even though an employer branding strategy
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relies on the human resource department for its structure and execution. Leaders’ visible
directions are critical in demonstrating desirable behaviors and culture to staff. Employees prefer
to work for organizations with executives who are trustworthy, cautious, and goal oriented. If
executives are not actively embodying the brand, companies that try to persuade employees to
understand and interact with their employer branding would inevitably fail. The research
findings showed that Jamaican human resource managers failed to implement employer branding
because they lacked the enthusiastic backing of senior leadership.
Employer Branding Leads to Talent Attraction and Retention
Attracting and retaining talent increases talent attraction to the company and prevents
talent from leaving for other companies. Increased knowledge of the company’s existence among
potential employees and receiving preference in early slots in campus postings are two examples
of metrics that measured “employer brand equity.” Employer brand equity has had an impact on
employer branding activity because it raised awareness of the organization among potential and
current employees. These findings support previous research showing employer branding aids in
talent retention. The more attractive the employee organization, the stronger the employer brand.
Furthermore, low attrition has implied employees’ willingness to stay with the organization,
implying that the employer branding is higher. As a result, talent attraction and retention have
been critical components of employer branding.
Marketing literature evaluates brand loyalty to determine a brand’s influence.
Employees’ loyalty to their employer has had an impact on employer branding and increases
employee engagement and productivity. The present study showed that realistic work previews
have a favorable impact on employer branding, which included awareness, attraction, loyalty,
and engagement. Employers benefited from appreciating their workers’ efforts and being
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concerned about their well-being. The findings confirmed previous research that found a link
between perceived organizational support and lower absenteeism and improved performance. If
talented employees are treated unfairly or the reward is not distributed properly, they were more
likely to leave. Linking employee performance to corporate goals, defining employee
performance, assessing employee progress, offering results-based rewards, and employing
transparent performance appraisal systems were some of the tactics practitioners used.
Organizations should concentrate on equitable rewards and bonuses. When practical benefits,
such as salary, holidays, and leave allowance were comparable to those offered by competing
businesses, symbolic benefits linked with the company’s status improved. Employers who
sought similar types of individuals with similar sets of skills and traits were competitors.
Employees were ready to associate with organizations that received great feedback from
outsiders.
There is an understanding that familiarity with the employer is different from the
employer’s image. It illustrates that people shape an employer’s reputation rather than the
general public and that it concentrates on certain elements rather than creating a perception of a
company as a whole. It is important to distinguish between a company’s reputation and
familiarity with its employees. Employer awareness has been a critical precursor to employer
image and reputation since it was the cognitive assessment of individual awareness of the
organization (Collins & Kanar, 2013). Because reputation has had a significant emotional
component, it differs from image. Other differences included the fact that reputation was a
longer-term evaluation that showed how the general public views a company.
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Employee Engagement and Employer Brand Loyalty
The following items have been used to gauge employer brand loyalty and employee
engagement: high corporate recommendation for others to join and increases in employee
commitment and involvement. The findings show that Jamaican employers valued credentialism,
but they failed in crafting the workplace culture and job design attractive to knowledge workers,
including collaboration, challenging work, and autonomy. Admittedly, formal education is
essential to becoming a knowledge worker as it helps knowledge workers learn norms, shared
conceptual frameworks, and best practices. Employer brand loyalty also depends on employers
utilizing the knowledge and skills of their educated workforce. Failure to capitalize on
knowledge workers’ knowledge and skills reduces employee engagement, denting employer
brand identity. Providing knowledge workers with continued professional education to ensure
that they retain their competitive edge in a perpetually transforming world is essential to
employee engagement.
Transparent Communication about Recruitment and Job Aspects
Not all employees are seeking the same things, just as different items are valuable to
different people. An organization’s primary goal should be to develop a distinct brand that
reflects its own strategy and culture. In terms of recruitment, studies have demonstrated that
using realistic job previews is beneficial. Early publications on realistic job previews proposed a
matching approach in which applicants were given genuine job and company information to help
them self-select into desired opportunities. With bigger companies, the overarching employer
brand values and offerings are typically fairly clear. Job descriptions, however, are ambiguous
and unclear. As a result, candidates attend job interviews without being aware of the
responsibilities of the roles. The HR staff don’t do anything to reduce the ambiguity. Recruiters
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must not only advise applicants about the positive features of a job, such as money, benefits,
prospects for growth, but also about the negative aspects of the position—for example,
workplace and job challenges. Consistent findings have been seen in real-world business
contexts. Job acceptance rates have been lower when overly favorable job application
expectations are lowered to meet the reality of the actual work setting prior to hire, but job
performance, job happiness, and survival were higher for those who received a realistic job
preview.
Findings show that in their ideal organization, employees preferred a planned onboarding
process with a clear goal, continued assistance, and a propensity for internal promotion. The
significance of employer preference has been thoroughly investigated in the research findings
since anticipating individual preferences is essential to understanding job candidates’ decisions
and intentions. Findings have pointed to a lack of openness in both the application procedure and
the recruitment experience. In addition to receiving no information about the requirements when
applying for jobs, there was no transparency in remuneration.
External Marketing
To improve the work product provided to employees initially, it is necessary to
understand what it means to treat employees better, then successfully articulating problems that
matter to potential employers as a target market. A weak employer brand is one that disregards
the requirements of its target market. To employ targeted branding effectively, a company must
approach potential hires as customers. To identify its primary rivals and determine which
corporate features matter most to certain types of recruits, companies must do in-depth marketing
research. It needs to determine how to contact them. The relevant information relates to which
firms are their most fierce competitors for the recruits they seek.
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Businesses may increase their efficiency at various stages of the hiring process with the
use of such data. Competitive businesses understood that boosting their brand awareness among
prospects, educating potential hires about what they do, encouraging those hires to actively
consider them, submit applications for employment, and, finally, accept their offers, are all areas
that require attention. When a business wants to decide which attributes to emphasize at different
phases of the recruiting process, identifying the competition is a smart place to start. Historically,
functional advantages such as job stability, opportunities for creative and personal development,
and remuneration have been the emphasis of recruiting. A pleasant workplace with a passionate
and intellectual culture or a strong team spirit are examples of the intangible, emotional
associations that candidates value in a business.
Businesses should contrast themselves with their competitors on both functional and
intangible grounds. It would provide a better understanding of the factors that recruits value
most. At each stage of the recruiting process, it would demonstrate how an employer’s
advantages and disadvantages stack up against those of competitors. The ability to focus brandbuilding efforts on one or two key recruiting phases increases as knowledge base grows.
Programs that concentrate on certain advantages and disadvantages are more likely to result in
positive results than dispersed programs.
Finding the themes that best set a firm apart in the eyes of its recruits may help to
increase the cost-effectiveness of the company’s recruiting pitch. The most expensive, high touch
recruiting strategies should be concentrated on the candidates and phases that are most likely to
provide the greatest value since there is a trade-off between the number of people reached and
the quality of the contacts. Practitioners can modify each stage of the hiring procedure and
meticulously assess how each stage affected the process as a whole. Such accuracy is required to
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make sure that the employer branding activities are successful and do not undermine the
company’s broader marketing plan.
The work experience suffers when promises stated in job advertising and employer
branding are not reflected in an organization’s practices. If a company makes a promise to
potential workers, it should let present employees know. Mutual obligations are informed by
suitable employer brands by open communication about what an employer can really offer.
Additionally, it combats false or inaccurate information that is spread by other sources.
A recurring element is the level of commitment to employer branding. To various degrees
of success, businesses can target job prospects using high participation or low involvement
techniques. Using external branding strategies helps companies clearly communicate their whole
work environment, including their values, working conditions, and company culture. As a result,
job prospects may realistically compare their beliefs and requirements to what a potential
employer promised. An employer brand needs to stand out from the competition and establish
itself in the market. Employer branding is comparable to consumer brand marketing to stand out
on the store shelves. Similarly, employer branding engages potential workers by pitching the
value offer.
Graham and Cascio (2018) contended that it is critical for businesses to give honest and
authentic images of themselves and their work environments. If a brand is a promise, then an
employer’s brand is a promise to its employees that must be honored. Successful employer
brands accurately reflected a business and then consistently delivered on the brand’s promise.
Employees were more satisfied if they trusted their boss and found him or her to be encouraging
and honest. When the firm’s promise to consumers and organizational ambition were linked with
the personal benefits delivered to employees, the employer brand was strengthened. Working
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conditions, working hours, holiday rights, work–life balance, childcare or elder care
arrangements, professional development training, bonuses, and other factors that affect job
satisfaction, commitment, and employee engagement are just a few examples. Organizations
must have a distinct message that suits their aims and strategy while focusing on keeping
commitments. The organizational qualities that employees find most appealing can vary
depending on the company.
An organization’s exterior and internal employer branding might be unique. The external
employer brand relates to how a company appeals to job candidates, while the internal corporate
identity refers to how real workers perceive the company. If the external and internal employer
brands are incompatible, new workers may discover that working circumstances differ from
those portrayed during the recruitment process or externally. Employees’ perceptions of the
employer brand include a psychological component that might be harmed if not managed
appropriately. The external employer brand tries to create an image that attracts the best job
candidates, whereas the internal employer brand focuses on attracting and retaining a highquality staff, which offers the firm a competitive edge.
The interviews revealed that potential employees cared about two sorts of consistency:
the degree to which a company’s employment information is constant across communications
and the degree to which product brands are in sync with the employer brand. Inconsistency
between the recruiting information offered and the corresponding product or service brand signal
would cause them to lose faith in the signals sent by the potential employer, lowering the brand
credibility of the prospective employer. This was also linked to the relationship between
information costs and consistency. When potential employees were presented with contradictory
and inconsistent information about a potential employer, they devoted more time to obtaining
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additional information about the organization, raising their information expenses. One would be
less likely to trust the company if there was a lack of consistency. Because there is no ambiguity,
the hunt for information is less frequent. An important predictor of employee-based brand equity
is the degree to which a product brand fits the employer brand: a desire to work for a company
that is thought to be very innovative and offers excellent products. Companies must be consistent
in their employment statements and strive for alignment among the numerous brands that they
offer. The employer brand and accompanying strategy should not be considered apart from the
corporate brand and strategy. This is especially crucial when forming an impression of the
company as a potential employer. Potential employees with limited work experience emphasized
the relevance of product brands in developing a perception of a company as a potential employer.
The Primacy of the Employer Brand Image
Alnıaçık and Alnıaçık (2012) noted that the practical, economic, and psychological
benefits associated with the employing organization are referred to as employer branding.
Employer branding is a strategy for persuading stakeholders to change their opinions about a
business. Employer branding refers to a company’s attempts to convey to internal and external
audiences what makes it desirable and distinctive to work for.
Ahmad and Daud (2016) argued that interest value, social value, economic value,
development value, and application value are five measures of employer brand that are
applicable to workers. Interest value refers to the idea that a firm fosters a positive work
environment, implements innovative rules, and processes, and taps into employees’ ingenuity to
produce distinguished goods and services. Research findings showed that interest value included
talent management through hiring the appropriate candidates for the appropriate jobs. Social
value, on the other hand, refers to the extent to which a company provides a friendly,
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pleasurable, and pleasant workplace culture for its workers, as well as encourages collegiality
and collaboration. Social value includes a performance-based culture that rewards contributions
with promotions and incentives as well as growth possibilities. They also provided examples of
how the guiding concepts have been put into practice. A challenge to social value includes
nepotism. Research findings showed that local businesses hire, pay, and treat staff based more on
interpersonal ties than professionally. According to study findings, variety in culture and
ethnicity is a key component of an employee’s attraction to an employer. Being respected by
your employer is a pleasant feeling. There would be a significant cultural shock when someone
joins a firm and looks different from everyone else.
Furthermore, economic value was based on the opinion that the company delivers aboveaverage compensation, job stability, and opportunities to its employees. The unstructured
approach to remuneration among local companies was noted as a problem. Local employers
lacked clear wage scales, did not adhere to best practices, and were subjective in their
remuneration. One of the main weaknesses of Jamaican employers was the inconsistency of
wage packages. Even extremely prosperous businesses in the area paid low. Findings
demonstrated the necessity for industry standards for employee compensation. According to the
study, local and foreign workers’ pay should be transparent and comparable. Employers in the
area appreciated foreign workers and paid them more than native workers. Findings from the
research revealed what makes a company desirable. They came with perks and pay that were
competitive. Fairness in compensation depending on the performance and size of the firm were
required. A performance culture and teamwork were further desired qualities. According to study
findings, participants cited the lack of or insufficient medical insurance, in particular, as a major
disadvantage of companies in Jamaica. Participants made a connection between Jamaica’s
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restricted prospects and the inadequate remuneration and benefits packages. Additionally,
because there aren’t many jobs available, businesses frequently underpaid workers without
taking job needs into account. Employers exploited the few options available to underpay
Jamaican labor.
Ahmad and Daud (2016) noted that the degree to which an employer recognizes his
workers’ successes and provides career-enhancing experiences that serve as a springboard for
future employment is referred to as development value. Finally, the notion that the company
provides opportunities for employees to apply their knowledge and abilities at work and educate
others through training, coaching, and mentoring is called Application Value.
Employer Branding as Signaling
Wilden et al. (2010) elaborated that cognitive psychology and information economics are
the two methods for determining brand equity. According to cognitive psychology, customer
brand equity is a result of the brand’s performance and personality, which is reflected in
consumers’ views. The differential influence of brand knowledge on consumer response to the
brand’s marketing is referred to as consumer brand equity. Consumers gain from brand
knowledge because it facilitates information processing, increases confidence in brand-related
decisions, and lowers perceived risk and information search costs. As a result, changes in
customers’ perceptions of risk, confidence, and information costs reflect brand equity.
Employer branding ought to be tangible. When a firm has a strong employer brand, it is well
aware of the needs of its staff and how to best meet those needs. It acts and successfully
communicates to support this. Employer brands that were well-known and prominent among
employees, job prospects, and other key stakeholders were the most successful. With a few
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notable exceptions, employer branding was not practiced by many Jamaican enterprises to
determine whether college students are aware of it and are interested in working there.
The cognitive psychology perspective on brand equity is founded on the idea that the
person has access to brand information in the marketplace. This perspective ignores the
knowledge asymmetry that exists in market transactions. Asymmetric information drives
information seeking behavior to close the perceived information gap in the labor market. As a
result, information expenses might be incurred. According to signaling theory, information
seekers make quality judgments based on signals such as warranties, pricing, and brands to
prevent adverse selection. Brands, in the context of branding, are non-transactional signals that
transmit unobservable quality, since would-be employees often lack perfect information about a
potential employer (Alnıaçık & Alnıaçık, 2012). Therefore, information asymmetry and
signaling theory may have applications in the job market.
Another characteristic that sets employer branding apart from physical items and the
majority of services is that prospective employees cannot evaluate an employer before beginning
employment with the organization. It’s common for many prospective employees to be ignorant
of a potential employer. There was no simple way for a job seeker, whether they were seasoned
or fresh to the job market, to evaluate different employer branding. Because of this, the risks
associated with bad work decisions are probably more dangerous than the risks connected with
bad consumer decisions.
Employees’ employment with a specific company could have long-term consequences.
These ramifications may encourage potential employees to put out effort in learning more about
possible companies. One way for prospective employers to lessen the information costs
associated with this search is to send suitable signals via employer branding. The unambiguous
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information supplied by the employer’s brand determines the clarity of a brand signal. A
respectable position in the job market is built on clear communication of the employer brand and
the absence of bias in brand signals. For potential employees, clear brand signals cut information
costs (Alnıaçık & Alnıaçık, 2012; Ehrhart & Ziegert, 2005). Employees don’t have to spend as
much time analyzing and evaluating brand messages when they get a convincing, distinct
impression of the company as a potential employer. Prospective employees perceive less risk
connected with joining a company and improved employment quality because of lower
information costs.
Credible brand signals deliver information that is more likely to reach the intended
audience. The judgment of the prospective employer’s trustworthiness influences potential
employees’ opinions of the employer brand signal’s legitimacy. Judgment of employer
trustworthiness also impacts potential workers’ opinions of the prospective employer’s desire
and capacity to deliver on its promises. Potential workers’ expectations and future evaluations of
the job have been influenced by promises made during recruitment (Ehrhart & Ziegert, 2005).
Employee discontent and attrition can be caused by unmet expectations. Additionally, bad wordof-mouth may occur, and employee recommendations may be reduced. When a signal is
credible, and the prospective employer is perceived to be trustworthy, potential workers connect
lower risk with working for the company and develop confidence in the assumption that the
company’s promises were kept.
Wilden et al. (2010) reported that according to research findings, potential workers
equate clear brand signals with needing to put up less effort in learning about a potential
company. As a result, the potential recruit was forced to seek further information to alleviate the
ambiguity, which led to greater search costs, mostly in the form of psychological stress and
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additional time spent searching. The experience of potential employees shapes their opinions in
the context of brand clarity and consistency. People with more job experience were more critical
and introspective in their assessments of potential employer brand signals. Some job candidates
have characterized their workplace selection process as “not as critical in assessment” over time,
and that they were lured by a significant product brand name. Most of them accepted positions
they associated with a well-known business.
Experience with recruitment and jobs can lead job candidates to become much more
cautious in subsequent efforts, and they tried to actively participate in the interview process.
Work experience appeared to have an impact on how useful job candidates expected long-term
parts of career development to be. More experienced job candidates were more inclined to value
a company’s contribution to their career profile and opportunities for advancement, whereas less
experienced job candidates derived more utility from short-term phenomena like money. For
more experienced potential employees, aspects like career development and work culture are
more important than for those just entering the profession. The desire to establish a strong
business brand on their CV is one of the key motivators for inexperienced respondents. Training
and mentorship are also essential aspects for this group. Although both groups value monetary
rewards, no one considers money to be the most significant factor in choosing a new job. This is
more important to inexperienced personnel. Companies must construct an employer brand image
that displays a strong commitment to learning and development rather than focusing solely on
income to increase employee-based brand equity. All the groups were exposed to the danger of
future job scenarios. Most respondents were more worried with the danger of underperforming in
comparison to the expectations of the potential employer than with the chance of the prospective
employer failing to deliver on their promises.
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A clearer understanding of what is anticipated reduced the perceived risk of joining the
firm. One reason for this result might be that, while employment levels are now high and
competition for employees is fierce, this has provided little reassurance to job seekers. They tend
to be more concerned with understanding what is required of them and showing their value and
excellent performance than with comprehending the promises made to them and analyzing
prospective employers for the most favorable job conditions. Psychological contracting sheds
light on the importance of risk in hiring choices. During the recruiting process, both the
prospective employer and the potential employee develop mutual expectations, according to the
psychological contract. As a result, a misalignment of expectations and reality in an employer’s
brand image can lead to employee discontent and, eventually, lower staff retention. It’s critical
for businesses to create brand statements that clearly express employment principles and
expectations to job seekers. Clear brand signals lead to clearer brand pictures in the minds of
potential employees and lower the perceived risk of joining a firm, increasing employer appeal.
In general, prospective employers send out low-credibility signals to the job market. Personal
ties are one method that respondents get reliable employer brand signals, with many respondents
using these personal networks before opting to join a firm to decrease their perceived risk of
joining the company.
Candidates see personal recommendations as the most reliable and trustworthy source of
information. Credibility has a favorable impact on the chance of joining a firm and, as a result,
boosts the organization’s employee-based brand equity. Only if a company is evaluating a
possible employee is the link between employer brand credibility and perceived quality of the
organization significant. Employee-based brand equity cannot be increased based solely on
credibility. As a result, firms should use credible brand ambassadors to deliver appropriate brand
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messaging to labor markets. Because they have no obvious vested interest, current workers are
viewed as trustworthy advocates in the recruiting market. Recruitment firms are not seen as
trustworthy market ambassadors. Even though not all respondents had first-hand experience with
recruiting agencies, those who did agreed that they did not accurately represent the potential
employer’s brand.
There was a link between employer brand investments and employer brand credibility,
according to respondents. Devoting resources to staff development, attending job fairs,
maintaining career webpages, advertising in business publications, giving internships, being
active in alumni networks, and participating in employer-of-choice awards were all examples of
investments in corporate brand. High investments in building employer brand awareness among
potential and current employees, as well as investments in human-resource measures, generated
the impression that the employer cares about its people. Many people believe that larger brand
investments indicate that a firm is more appealing to work for. Higher investments in the
employer brand, for example, may enhance the trustworthiness of brand signals expressing the
significance of workers to the business, resulting in perceptions of quality, employer
attractiveness, and employee-based brand equity.
Employer Branding and Person-Organization Fit
Another theme was job candidates’ selection based on the quality and quantity of the job
candidate pool. Research findings showed that a potential employee only applied for a position if
the company interested him or her. Employer preference was defined as a person’s preferences
for particular employers based on their own personal attractiveness rankings since people’s
judgments of employer beauty vary. Employer selection for job seekers was based on a thorough
and intrapersonal evaluation of the employer that takes into account all relevant facts and
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information as well as personal sentiments. Employer desires and actual employment choices
may diverge based on factors including family pressure and economic conditions.
The firms’ employer branding orientation led to recruitment efficiency due to more
candidates who exhibit person-job and person-organization fit in the applicant pool. Firms that
embraced employer branding created higher levels of positive awareness among targeted job
candidates. According to Lin et al. (2018), prior research has also shown that employee and
organizational attitudes and behaviors are influenced by person–job (P-J) fit. Employee attraction
and selection have utilized P-J fit as a major factor. Objective credentials were less significantly
connected to hiring recommendations than subjective assessments of P-J fit. Previous P-J fit
studies evaluated job candidates from the perspective of the employee, not the recruiter. Because
newcomers face high degrees of uncertainty throughout the job entrance process, research has
found that job applicants’ subjective self-evaluation of fit is more important than the judgment of
a manager or recruiter who analyzes candidates based on work characteristics.
Job choice, according to subjective factor theory, is the consequence of the enterprise’s
perceived capacity to satisfy the job seeker’s persistent and sometimes unacknowledged
emotional demands. This theory formulates homogeneity by emphasizing the match between
human requirements and the image of the company. Needs-supplies (N-S) fit is a metric that
assesses how well an employee’s needs, desires, and preferences match up with the benefits they
receive for executing their job. Demand-ability (D-A) fit refers to the match between employee
capabilities and a job’s requirement. The concepts of demand ability (D-A) fit and needssupplies (N-S) fit have been merged to form the person-job (P-J) fit. Prior research has shown
that both types of P-J fit have had an impact on employee and organizational attitudes and
behaviors. Employee attraction and admission have both employed P-J fit as a significant factor
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(Lin et al., 2018). Employee attraction and admission have employed P-J fit as a significant
factor. It usually takes two forms: matching an individual’s skills, knowledge, and abilities to job
requirements, and congruence between an individual’s values, demands, or preferences to job
happiness. Job features and employee expectations necessitated mutual coordination to maintain
consistency or a good fit, which resulted in job satisfaction, organizational commitment, and low
turnover.
Traditionally, a company’s selection focus was on P-J fit or selecting people with certain
skill sets to fill open positions. Job applicants would evaluate the degree to which the job content
matched their specific talents, knowledge, and abilities, as well as the congruence between their
values, needs, or preferences, using the similarity criterion. Employer branding was created with
the goal of being an employer of choice, or a company where people chose to work. Research
has examined the effects of functional and emotional components of employer brand features on
candidates’ attraction to firms and intentions to take jobs. Employees’ first-choice brands were
influenced by the work content and culture of employer brand associations. The match between
an employee’s knowledge, skills, and abilities and job expectations is referred to as P-J fit.
High likelihood of immigration
Despite the fact that the majority of respondents claimed they were highly unlikely to
leave in the coming year, they said they were either extremely likely or moderately likely to
leave in the five years that followed. Burnout in current jobs, the promise of higher wages, the
potential to save a sizable sum of money, benefits and perks, and opportunities for professional
development, and a defined and accessible career ladder for advancement are some of the factors
that drove the desire to immigrate. Other factors included opportunities for family reconciliation,
welcoming immigration laws, and a lack of crime and violence. Employee satisfaction with
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remuneration rose as a result of the change. Only 25% of migrants reported being content with
their salary prior to departing, but 91% of migrants were happy with their pay after relocating.
Highly trained Jamaicans have said that they are motivated to leave their jobs in order to
further their professions, improve their quality of life, and improve their working conditions. In
an effort to stem the flood of migration, Jamaicans with high levels of competence and individual
achievement should be recognized. Stopping the migratory trend would be made easier by job
designs and workplace cultures that value professional responsibility and independence in
decision-making. Additionally, career frameworks that support career mobility based on
furthering education and experience should be developed. Many professionals claimed that the
unstable economy and unfavorable working circumstances were the main factors in their
decision to relocate. Poor treatment and a lack of respect for their line of work were prominent
issues cited by many respondents.
Major motivations in their choice to relocate, according to the majority, were more
interesting employment and prospects for professional progress. In a similar vein, Jamaicans who
had emigrated were invariably more content with their working conditions and their employment
and career prospects than those who remained in Jamaica.
The majority of those surveyed claimed to have learned about migration via a variety of
sources, including the news, job-hunting websites, and interpersonal connections. Migration
trends are generally aided by the social networks of expatriates in the destination country. The
respondents claimed that the inaccessibility of information regarding the procedure was the only
reason why the majority of highly qualified Jamaicans have not left the country yet. Participants
stated that reducing employee turnover would be achieved by increasing personnel to prevent
burnout and boosting management structures to give employees support and autonomy.
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Summary of the Literature Review
Current business practices in human resource management are aimed at offering a
package of attractive benefits to attract talented employees. The need for firms to present wellcrafted benefits to attract employees has been exacerbated by globalization and the ‘war for
talent’ that it has created. Employer branding promises to provide a comprehensive and
evidence-based approach to help firms position themselves in the best light. However, it remains
a concept that has not been widely adopted. The firms that can learn to integrate aspects of their
brand identity and image and brand orientation would benefit in ease of attracting and retaining
the most qualified job candidates, which enhances their sustainable competitive advantage over
other firms.
Summary of Section 1 and Transition
The present research study has focused on how employer branding practices can help
developing countries to retain their tertiary-educated workers who are vital to their economic
competitiveness. It used the case study of Jamaica, which has been plagued by a high emigration
rate of highly skilled workers to determine how employers can enhance their offerings and
branding to keep the targeted workers in Jamaica. Brain drain provides the background for the
specific problem in this research study. Losing tertiary-educated workers denies Jamaican
businesses the human capital they need to provide quality and innovative services that grow the
nation.
The present study used a flexible design case study approach to explore three research
questions. It employed a flexible qualitative analysis, which allowed for the study to present a
holistic and meaningful analysis of the complex phenomenon of employer branding as a talent
management approach for Jamaican firms. The present research study used a post-positivist
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research philosophy because it adhered to rationalism and empiricism of positivism, while
focusing on the lived experiences of subjects. The study’s research approach was inductive
because it relied on interviews, which served as the raw data for finding themes and concepts,
which helped to provide thematic explanations for the patterns observed in the data. The study’s
research strategy was the case study method, which was effective in evaluating the effectiveness
of current employer branding approaches. The study explored the research questions using semistructured interviews and it analyzed the data using template analysis
The first research question explored the ideal package of benefits and employment
experience that tertiary-educated Jamaicans seek from employers. Beyond benefits packages and
employment experience, the first question inquired about tertiary-educated Jamaicans’
perceptions about local employers and the factors that have shaped how they perceive local
employers. The second research question evaluated reasons why tertiary-educated Jamaican
workers preferred foreign-based firms, including how they knew of their employment offerings
and aspects of the job postings that they found attractive. Moreover, the question asked about the
elements of the benefits package and employment experience that tertiary-educated Jamaican job
seekers prized and in what order. Other important considerations that the second question
explored included the perception of foreign-based firms among tertiary-educated Jamaican job
seekers.
The third research question focused on the factors Jamaicans and the criteria local firms
used to determine a benefits package, how they communicate their benefits package, which is
their employer brand, and which aspects of their employment offering they perceived could
improve the ability to attract and retain job candidates. The research study is significant because
it reduced gaps in the literature, since there is a lack of research on employer branding covering
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the Caribbean region, especially research attuned to the problem of brain drain. To my
knowledge, no past research employed employer branding as a strategy for combating brain
drain within the context of the Caribbean or developing countries overall. The study also linked
with biblical principles, especially the concept of motivational gifts enunciated in Romans 12.
Finally, the research study has implications on how firms approach their talent management.
Employer branding can change human resource management by shaping how firms evaluate
their value proposition to workers and how they communicate such value.
The present research used the concept of employer brand equity theory to understand the
elements of employer branding, which arose from the fusion of marketing concepts in human
resource management. Beyond employer brand equity theory, the study employed the theories of
signaling, social identity, and attraction-selection-attrition to explain how branding initiatives
attract job candidates to a firm.
The second section of this study consists of describing how the actual research was
conducted. It includes an understanding my role in the research study, which is concerned with
outlining the steps I took to conduct the study and avoid personal bias. Another aspect of the
second section justifies that the flexible design and the chosen case study method were
appropriate for the research study. The research method included data collection, meaning that
section two outlines the type of data I intended to collect, interview guides, and archival data to
be used. The research method entailed a focus on data analysis, which included discovering
emergent ideas and coding themes. Furthermore, the study justified the triangulation method it
chose. Beyond the researcher and the research methodology, the second section focuses on
participants and populations. It describes the eligible participants and the sampling method,
frame, and size used to select them.
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Section 2: The Project
Introduction
This section is concerned with highlighting various aspects of the research study
concerned with data collection and analysis. It outlines the actions taken in the research study. I
relied on my research skills and measures taken to ensure honesty and transparency in the
research. I identified that my primary obligation was safeguarding the research against biases I
may hold through monitoring, particularly mindfulness meditation, disclosure, journaling, and
member checking. Another recognized responsibility was developing my methodological skills
to ensure that I was competent to undertake the study. This section also explored ways to
implement bracketing to avoid personal biases from seeping into the research process.
Moreover, this section discusses the appropriateness of the flexible research design and
case study design for the present research study. The flexible research design is iterative in
nature since it evolves with greater awareness about the topic of interest. The flexible research
design enabled the author to verify the theory of employer branding within the Jamaican context.
A case study methodology was used to conduct the study. It utilized focus groups to collect data
from participants. After data collection, participants were provided with copies of verbatim
transcripts for triangulation to ensure accuracy of their opinions.
Purpose Statement
This flexible design single case study aimed to contribute to the body of knowledge on
the role of employer branding in developing countries. In particular, the study focused on how
employer branding can stem the brain drain for developing countries. The research explored the
branding practices of Jamaican employers to attract tertiary-educated workers. It sought to
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identify the deficiencies of their methods. The study included interviewing a cross-sectional
group of participants highly skilled workers, both within and outside Jamaica.
On the one hand, the university-educated workers within Jamaica allowed the research to
highlight the benefits package they sought. On the other hand, emigrated tertiary-educated
workers highlighted their views about the benefit packages they received from local and foreign
employers. They explained the package of benefits that would have made them stay and
contribute to the economic development of Jamaica. Moreover, the research addressed the
specific problem by interviewing local firm executives. They identified the range of benefits and
packages they offer local employees. Likewise, they elaborated on the myriad ways in which
they target tertiary-educated job candidates and how they ensure the best fit in personorganization and person-job aspects. The study of Jamaican firms’ employer branding practices
occurred through an in-depth case study of the employment branding practices of member firms
to the Jamaican Business Development Corporation. The case study determined patterns of how
firms enact poor branding and outreach. Also, the case study noted how inferior employment
branding denied firms access to skilled and competent employees who would contribute to their
competitiveness and innovativeness.
Role of the Researcher
I had several roles during the research process. This section describes the actions taken to
begin and complete the study. Also, this section describes the measures taken as part of
bracketing to avoid personal biases from influencing the data collection and analysis. Bracketing
is a commitment to avoid making a priori assumptions about various aspects I studied.
Additionally, I tried to surface any prejudices I might have had about a topic or organization
during the study so that I could monitor myself. Qualitative researchers are committed to the
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integrity of their research findings, which makes them cognizant of the biases that could be
introduced into the research process as the researcher. Integrity required steps to avoid
confirmation bias in the research process, which required monitoring how past knowledge can
seep into the research process, engaging in meditation, journaling, member checking, and
providing compete disclosures where necessary. Also, I recognized the need to improve my
skills in research methodology to raise my competency in doing the research.
Actions Taken to Conduct the Study
Qualitative researchers are just as concerned as quantitative researchers about the
integrity of their work, but they confront distinct obstacles. Validity, reliability, and
generalizability or external validity rely on the integrity of the design, techniques, and
instruments employed, and to a lesser extent, on the researcher’s person. However, in qualitative
research, the researcher’s person and performance determine credibility, reliability, and
transferability, hence the reason for discussing the researcher’s function in qualitative research
(Meredith, 2021). The research’s integrity equals the researcher’s objectivity. Researchers must
avoided mistakes that would jeopardize the validity, trustworthiness, and usefulness of their
research. Qualitative researchers lack many of the safeguards that statistical methodologies,
standardized measurements, and traditional designs provide. In the present study, I relied on my
abilities, honesty, and transparency and rigorously scrutinized my position.
As the researcher, my first duty was monitoring and reducing bias. Bias can lead to
mistakes. Bias is less of an issue when a quantitative researcher gives a standardized survey than
when a qualitative researcher has a conversation with a study participant. My knowledge of the
topic from the literature review, thoughts, and opinions, hopes and assumptions for the study,
and commonplace human distractibility were aspects that distorted what I could have conceived

109
from a conversation. Quantitative researchers also suffer from confirmation bias, but more so
when evaluating data and seeing what they want to see (Meredith, 2021). Confirmation bias
occurs in every interaction with people and data for qualitative researchers, whose human minds
are conditioned to find significance in everything. Consequently, the researcher engaged in
monitoring to decrease the predisposition toward hasty information interpretation. Any
qualitative research design necessitates a clear statement of the researcher’s efforts to remain
aware of one’s past knowledge and dispositions and how one limited the entry of bias (Meredith,
2021). I employed mindfulness meditation to raise awareness of my attentions, especially when
focusing on prior knowledge, in order to remain open-minded and receptive to participants’
information.
Another role of the researcher was checking oneself against bias. Meredith (2021)
underscored that the researcher is the primary research tool in qualitative research. Therefore, my
background and identity were considered sources of bias. Since qualitative research considerably
relies on researchers’ interpretations, it is possible for the biases, negative or positive attitudes,
and unfounded assumptions to influence data analysis. Therefore, I provided complete disclosure
to neutralize or bracket my biases. I admitted that my personal and professional backgrounds
could influence my interpretation of findings. Therefore, I used member checks during and after
interviews to enhance the study results’ credibility, validity, and transferability and reduce any
personal bias on the outcomes.
Member checking is a process that can improve the study’s integrity and credibility. I
shared the transcripts and other notes with respondents to verify the correctness of the
participants’ thoughts and experiences (McGrath et al., 2019). Each participant received a copy
of his or her transcript to check for correctness, comments, and suggestions. I received
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suggestions or requests for modifications to the transcripts and noted and reported the ones I
honored. Additionally, I repeated and summarized response material throughout each interview,
confirming the correctness of the information with participants (McGrath et al., 2019). I
requested each participant to evaluate the content of one’s transcript for correctness after
transcription of the recorded interviews. The data analysis phase entailed focusing on
participants’ information to extract pertinent statements that would support the development of
themes and conclusions.
I faced the challenge of subjectivity due to strong opinions on the value of the employer
branding process. I avoided making assumptions about the results and instead relied on
participants’ experiences. One of the ways that I hoped to achieve neutrality was by encouraging
frank openness among all participants in the description of their experiences and actions. I
maintained a journal to monitor my subjectivity. The research journal helped the researcher to
recall and reflect on interactions with subjects. The research journals also presented an avenue
for preliminary identification of themes as I reflected on my notes and observations. I ensured
that the interview questions were wide enough to elicit subjects’ opinions in formulating
questions. Information on personal experiences may have involved administrative stumbling
blocks, which might have been difficult to comprehend within the interviews. I restrained from
interjecting to ensure information veracity and avoid misrepresentation. Finally, I used effective
communication skills to monitor and avoid jargon, acronyms, and employer branding speech.
Another aspect of my role as researcher was to improve my methodological skills. Many
inexperienced researchers believe they can do qualitative research. Unfortunately, they are
frequently incorrect. Qualitative techniques, like quantitative methods, require specific abilities.
To describe the study to potential volunteers without biasing them, these abilities are necessary.
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Other instances when competency was necessary included conducting interviews, making
suitable field observations, selecting appropriate artifacts, pictures, and journal articles,
managing data according to design and analyzing and interpreting data according to design
(Meredith, 2021).
Most methods courses do not teach the essential competencies of research, and rookie
researchers are frequently asked to learn and practice independently. Therefore, as a rookie
researcher, I noted the need to analyze my research abilities. Meredith (2021) has recommended
that one presume to have proficiency in research skills after proving a skill to one with
experience. Therefore, I met with my mentor to discuss a training strategy. Many students who
need to demonstrate competency in qualitative interviews, for example, do a few practice
interviews and seek their mentors’ feedback. I rehearsed my skills in front of an experienced
researcher, including conducting mock interviews. Mentoring serves as a kind of instruction and
allows the mentor to vouch for the researcher’s baseline competency.
Additionally, I attended research design training seminars held by research groups or
universities. I recognized that I was a beginner and the dissertation process is a research
apprenticeship. I did not expect myself to be an expert in research and did not shy away from
seeking the help of my mentor, committee members, and other dissertators for assistance.
Moreover, I read many comparable dissertations (Meredith, 2021).
Bracketing
Bracketing was intended to reduce the risk of bias since it is conceivable for a researcher
to smuggle their views and preconceptions into the research unknowingly and inadvertently.
Bracketing is a methodological tool that lowers a researcher’s dependence on personal
experience and prejudices. Bracketing is how a researcher recognizes and then sets aside one’s
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previous beliefs and biases about phenomena. It is difficult to completely utilize bracketing as a
methodological device in qualitative research since it is impossible to know an author’s
paradigmatic and ontological position (Saldana, 2015). In the present study, bracketing prepared
me to extract new information and helped me to avoid relying on personal experience and biases.
The achievement was putting aside preferences, preconceptions, and predispositions and
enabling things to enter awareness anew. Qualitative analysis required me to think about my
cognitive lens.
I did not make assertions or hypotheses about the phenomena being researched based on
a priori assumptions. I made every effort to explain my prejudice before attempting to lay it
aside. I used the bracketing approach to explain any biases or preconceptions to conduct this
study tabula rasa (Saldana, 2015). By bracketing my experiences, I reflected on my lived
experiences working with businesses and looking for work and noted any biases or
preconceptions that were identified. I made the intentional decision to put those ideas aside.
Research Methodology
This section explores the choice of the flexible research design, the case study method,
and the method of triangulation. The section differentiates between fixed and flexible designs
and then justifies why the present research used the flexible design approach and why the case
study approach is appropriate for the research. Finally, this section explores how integrity of the
research was ensured through triangulation.
The Appropriateness of a Flexible Design for the Research Study
Kampenes et al. (2008) noted that while quantitative and qualitative research designs are
the most popular classifications, only qualitative research designs are considered flexible. As a
result, when using a flexible research design, inquiry techniques developed throughout time as
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the data is gathered. According to Gephart and Saylors (2020), ideas were generated, designs
were created, data was collected, and analysis and writing were completed in iterations rather
than discrete stages.
The necessity for a flexible design arises from the inability to fix one or more design
aspects before beginning the investigation and practical restrictions during the study. Gephart
and Saylors (2020) explained that a study may begin with a rudimentary research question
developed over time as more is learned about the phenomena under investigation and what may
be experimentally investigated. In addition, the conceptions and measurements could have
lacked empirical validation and needed refinement throughout the study (Kampenes et al., 2008).
Furthermore, at the start of the research, awareness of prospective data sources and their quality
may be restricted. Thus, data collecting was tailored to the actual data available.
According to Robson and McCartan (2016), flexible designs, including the gathering of
quantitative data, on the other hand, are not prohibited. Many real-world flexible designs include
two or more data collecting methods, with at least a modest amount of quantitative data
collected. The terms “theory verification” and “theory creation” are sometimes used
interchangeably, but theory generation has a long-standing history in flexible design research.
According to Robson and McCartan (2016), researchers do not begin with a hypothesis in
mind but rather attempt to arrive at one after methodically analyzing the evidence. Researchers
may use fixed design research to generate theories, whereas scholars can use qualitative flexible
designs to verify theories. The argument presented here is that both theory generating and
verification techniques are involved in flexible research design. The present research tested the
seemingly functional theory of the employer branding process. Since the theory already existed,
there was no need to generate a new theory.
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The purpose of data gathering within the design distinguishes the fixed and flexible
research designs. Khosrow-Pour (2015) explained that fixed research design refers to the
researcher’s inability to interfere during data collection. The design has been established such
that it is apparent what questions must be asked, and there is no room for additional questions
during the data collecting stage. Khosrow-Pour (2015) highlights that flexible research designs
allow researchers to modify data gathering by asking more questions, which is especially
beneficial when there is a lack of a conceptual framework or ideas, and data gathering is
primarily used to uncover fresh evidence to construct new hypotheses.
The Appropriateness of the Chosen Method for the Research Study
According to Robson and McCartan (2016), a case study as a method entails an in-depth
understanding of a single ‘case’ or a small group of related ‘cases.’ Some common features of
the case study method include studying the case in its context and using various data collection
techniques, including observation, interview, and documentary. This study employed qualitative
research methodologies, specifically a case study design. Veltri et al. (2013) argued that the
ability to go beyond discovering evidence of a link to uncovering “how and why” that
relationship could exist is a significant asset to utilizing a qualitative technique to investigate
research issues. The interviews and focus groups provided the depth and breadth of information
needed to comprehend how the employer branding process fits within the wider organizational
framework of company operations.
Rosenberg and Yates (2007) elaborated that a case study research design is increasingly
being chosen as an acceptable and adaptable way to research. The method is a flexible approach
that focuses on a specific instance, individual, group, or interesting phenomena (Veltri et al.
2013). Rashid et al. (2019) elaborated that the study of the ‘particular’ is most often used when
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the phenomena of interest are complicated and highly contextualized, with numerous factors that
are difficult to control. Rosenberg and Yates (2007) and Rashid et al. (2019) explained that case
study research allows for a thorough and in-depth analysis of specific contextual and delimited
phenomena in real-world settings. The case study method can be used across paradigms because
it is not attached to a definite ontological, epistemological, or methodological stance. Case study
research allows researchers to select data collection and analysis methodologies while keeping in
mind the case’s complexity and context.
The Appropriateness of the Chosen Method for Triangulation for the Research Study
According to Natow (2019), the goal of triangulation is to improve the study’s validity
and credibility. Triangulation may take many forms; in this study, analyst triangulation was
employed to look at the data from several perspectives. A reviewer and I evaluated the data, and
the transcripts were processed with computer tools. The interview transcripts were entered in
their entirety into the program for analysis since understanding the employer branding process is
only as good as the data supplied (Natow, 2019). Themes were established through coding,
literature analysis, and field notes from the research.
Participants
The present study had three essential research populations. The first group was human
resource managers responsible for developing benefits packages and recruiting workers in local
firms. The human resource managers elaborated on the benefits package that they provide
tertiary-educated workers and their rationale. Participants were drawn from the Jamaican
Business Development Corporation, which helped locate relevant organizations with significant
diversity in their size, industry, structure, and organizational culture to provide avenues to study
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employer branding practices in organizations. The study aimed to explore the employer branding
practices of the organizations comprising the Jamaican Business Development Corporation.
The second group was tertiary-educated Jamaicans seeking employment in local
companies. The second group of participants played an essential role in outlining the benefits
package of tertiary-educated Jamaicans who were seeking employment by local companies.
Additionally, the researcher determined their subjective evaluation of firms with superior
benefits packages within the Jamaican labor market. In other words, they shared their employer
brand knowledge. The third group was tertiary-educated Jamaicans who had received
employment in OECD countries. This group of research participants highlighted the factors that
attracted them to foreign employers and speculated on what benefits package would have
persuaded them to remain in Jamaica and work for a local employer.
The present research used one-on-one and focus group interviews as the data collection
technique. The main goal of the in-depth interviews was to learn more about the company and its
processes, as well as tertiary-educated workers’ thought processes when in the job market. In
gathering information about a firm’s processes, one competent respondent can adequately
describe the relevant organizational processes. Therefore, I did not seek to interview individuals
beyond those in human resource and marketing functions in the chosen organizations. It was
impracticable and impossible to interview a diverse group of executives beyond the two listed
tasks because of the workload it would impose both interviewing and analyzing the qualitative
data generated. Moreover, it was not possible to interview human resource and marketing
managers in all Jamaica Business Development Corporation member organizations, which
necessitates choosing a sample of organizations as a more realistic solution. One approach was to
deliberately select a sample based on its relevance to the research topic is.
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Internally, the employer brand focuses on existing workers, but externally, it focuses on
other stakeholders, particularly future employees. The human resource department’s primary
procedures include retaining current workers as well as attracting and recruiting new personnel.
Because the environment in which businesses operate is dynamic and constantly changing,
acquiring competent people with technical abilities is critical. Competition among organizations
for skilled human resources is fierce, and firms must stand out.
The human resource (HR) department’s responsibilities include managing the recruiting
process and HR managers can utilize the employer brand to attract candidates to the firm
(Banerjee et al., 2020). As a result, the HR function is frequently tasked with establishing and
conveying the company brand. Because they have an overview of the company and the
management insights required, the creation and communication of the employer brand is
increasing in HR departments (Banerjee et al., 2020). The HR department oversees attracting and
keeping qualified personnel. Some argue that the employment experience should be viewed as a
product, implying that the HR department is also in charge of product development and
management.
In the context of employer branding, the HR department’s purpose should be to lay the
groundwork for the employer brand and convey it to future and present workers to keep the
company growing (Sharma & Prasad, 2018). A qualitative research technique was used to
enhance the knowledge of the case firms’ subjective meanings of workplace attractiveness and
employer branding initiatives. Qualitative research believes reality to be generated by humans,
and reality is viewed as subjective through the study participants’ eyes.
Workplace attractiveness differs by country, owing to perceptual variations which
influence the external employer branding tactics a firm adopts (Biswas et al., 2017). These

118
impressions are subjective, but they must be the basis of the reality upon which the employer
brand is built for the company to be viewed as appealing. In the present study, discrepancies
were discovered between workers’ perceptions of employer attractiveness and the businesses’
interpretations of these views by utilizing the perspective of job searchers as a theoretical
foundation and concentrating on the employer’s perspective. Differences emerged between
employees’ and jobseekers’ perceptions of employer attractiveness and companies’
interpretations of these perceptions, as well as the execution of respective external employer
branding tactics to apply these perceptions.
Population and Sampling
Three population groups were interviewed. The first group was human resource
executives within firms affiliated with the Jamaican Business Development Corporation. The
second group was tertiary-educated Jamaicans actively seeking employment in the local labor
market. The third group was tertiary-educated Jamaicans who left the country a maximum of five
years ago to work in OECD countries. These three groups provided insights to enable the
probing of the research questions established for this study.
Discussion of Population
The target population must be precisely defined before qualitative sampling may begin.
The present thesis’s target demographic was the Jamaican Business Development Corporation’s
group of firms. The organization has taken a prominent place in the Jamaican economy. It
showed the features of Jamaican enterprises in the most precise way possible, which is why the
member firms were the target population. Furthermore, companies affiliated with the JBDC were
known to have a relationship-oriented and organizational culture in Jamaica.
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Recruitment efforts sought executives in the functional areas of human resource
managers and marketing. The inclusion criterion was that the individuals in these roles would
have to have been in their jobs for at least six months. In choosing participants, I prioritized
respondents available for follow-up interviews within two or three months after the initial
interview or focus group interview. As a result, study participants interested in participating in
follow-up in-depth interviews were carefully chosen (Tuckett, 2004).
The second group was tertiary-educated Jamaicans who were seeking employment in
Jamaican firms. The Jamaican labor market has been based on networking, which implied that
tertiary-educated Jamaicans from high socioeconomic households or with the cultural capital
would have an easier time finding jobs, while others would struggle (Tuckett, 2004). The interest
of the study was how tertiary-educated Jamaican job seekers approach the task of finding
employment, especially how they evaluate potential employer firms. The third group was
tertiary-educated Jamaicans who had left the country to work in OECD countries.
Discussion of Sampling
Discussion of Sampling Method
Preparation is required because it is necessary to understand the culture before sampling
the community to locate competent and trustworthy informants as quickly as possible. At this
stage, enlisting the assistance of the community would be beneficial. The sample might also be
drawn from prior research findings. One method to pick informants includes creating criteria
based on what makes a good and poor informant. The researcher can then compile a qualifying
list. When utilizing purposive sampling, it is critical to be explicit about informant credentials. In
the present study, the list of credentials was presented to resource persons who assisted in
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searching for informants and saved a lot of time and effort that may have been wasted due to my
misunderstanding.
It was also possible to ask each resource person to name some relevant informants.
Snowball sampling sometimes follows purposive sampling, which involves requesting an
informant to recommend another informant. Snowball sampling varies from purposive sampling
in that the source of an informant is not always used as an informant in purposive sampling.
There is no limit on how many informants should make up a purposive sample if the required
data is collected. A study of varied sample sizes of purposefully selected informants revealed
that at least five informants were required for data to be trustworthy, bias to be reduced, and
variance to be understood. In nonprobability sampling, randomization is not necessary in picking
a sample from the population of interest because impartial informants are uncommon.
Identifying prejudiced informants in both ways allowed for finding the middle ground and
balancing out severe biases during data analysis. In the present study, subjective techniques were
used to determine items to be included in the sample. As a result, nonprobability sampling does
not ensure equal opportunities for all members of a given population to be a part of a study.
In other cases, extrapolating conclusions from the sample to the population may not be a
major problem. The most common rationale for adopting nonprobability sampling is because it is
less expensive and can be done more rapidly than probability sampling. Purposive sampling
refers to deliberately selecting a participant because of the individual’s attributes. The selection
is a non-random approach, and the researcher does not need to have settled on number of
participants or to have any underlying ideas. Once the researcher is aware of the type of
information one seeks, one seeks individuals with the expertise or experience to become research
participants.
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Purposive sampling is common in qualitative research in finding and choosing the most
individuals who hold extensive information that can aid a researcher’s understanding of a
phenomenon. Therefore, I had the task of identifying people who were knowledgeable,
experienced, or skilled in an area of interest and selecting them to be participants based on their
willingness to participate. Aside from knowledge and experience, I determined availability and
willingness to engage and the individual capacity to communicate experiences and ideas clearly,
expressively, and thoughtfully is also necessary. When a researcher cannot obtain a random
sample, such as when the sample pool is too small, this form of sampling is beneficial.
Discussion of Sample Frame
The sample frame would satisfy a variety of goals and interests. To begin, it established a
foundation for systematic comparisons relevant to the researcher’s interests. Second, it must
make sense to the various population groups. They had to acknowledge the importance of the
work and the relevance of their involvement since they are research partners. By incorporating
both theoretical and strategic concerns, the researcher was able to fulfill the needs of all three
population groups.
With a qualitative research technique, determining the size of the sample is required to
obtain the appropriate quantity of data to evaluate and later fulfill the study’s objective. The
minimum sample size was 5 participants from each of the population groups. Then, the focus
group interviews within the various population groups continued until the point of saturation,
when information offered began to repeat itself. A purposive sampling approach was used to
gather relevant data to answer a study’s research questions. The sample of human resource
managers was limited to medium and large companies which were more relevant to the research.
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Organizations were interviewed that could offer vital information to achieve the goal of
the study, answer the research questions, and adhere to the study’s methodological positions. I
limited selected firms and individual participants to those in Jamaica’s urban areas to make it
easier to contact them. Hence, a purposive sampling approach was employed, in which
respondents relevant to the study were chosen and contacted. A total of 22 organizations were
contacted for this study with the invitation to participate in an interview about their use of
employer branding practices. These firms were discovered using JBDC’s business listings,
focusing on the size of the firm. These businesses were operating in a variety of industries and
had a variety of corporate structures. The requirements for businesses were that they had a
significant number of employees, preferably more than 20 workers. This criterion helped to
guarantee that these businesses had frequent turnover and that someone in-house was
accountable for HR-related activities. The element of turnover was essential since it necessitated
a frequent recruitment procedure, potentially through social media and digital channels.
Discussion of Desired Sample and Sample Size
In qualitative research, sampling is generally done in small groups with the goal of
researching in depth and detail. The sample was deliberately selected to obtain a wealth of data
regarding the research questions (Shaheen & Pradhan, 2019). Furthermore, criteria typically
define the process of selecting the sample as inherent to flexible research design. Just like other
parameters, flexible research designs allow for the sampling criteria to change with the progress
of a study and for ongoing sampling as themes and theories emerge from data collection and
analysis (Shaheen & Pradhan, 2019). Finally, in flexible research designs, sampling can continue
until participants are not sharing any new information.
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Non-probability sampling methods were utilized because of the requirement for a very
precise sample to address research objectives. Non-probability sampling was used to obtain data
for this project (Shaheen & Pradhan, 2019). This thesis employed purposive sampling, a
nonprobability sampling approach in which researchers utilize their own judgment to choose
examples that would aid in answering the study’s unique questions.
Data Collection and Organization
Introduction
The study used semi-structured interviews and a single focus group with the three
participant groups for data collection. Semi-structured interviews provided an interview protocol
to ensure that I explored questions arising from the literature review and research questions,
without rigidity about the topics explored. A focus group session explored important concepts
within a group setting to benefit on the collective observation of several study participants. The
study employed formal and informal member checking to include participants in ascertaining the
accuracy of their responses. The study document analysis triangulated responses from the
interviews.
Data Collection Plan
Semi-structured interviews and a focus groups were used to begin data collection for this
project. The semi-structured focus group sessions helped participants to build on each other’s
perspectives and provided a good starting point for coding since emergent themes became
apparent (Merriam & Tisdell, 2015). Semi-structured focus groups were the key data sources for
this study and included the following groups: tertiary-educated Jamaicans who recently joined
the labor market, those with extensive professional experience in the local labor market, tertiary-
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educated Jamaicans living and working in the OECD nations, and human resource executives
employed by local Jamaican firms.
The list of themes was expanded or amended depending on activities and patterns of
interaction that developed during the focus groups, even though a list of topics was established
based on relevant literature. Similarly, several themes arose during the interviews, leading to the
expansion of interview methods based on the narratives provided by the participants. Data was
collected through focus groups and document analysis, resulting in triangulation of the
information represented by a mix of relevant research viewpoints and data gathering
methodologies. This combination means that as many parts of the research problem as feasible
were considered (Flick, 2018).
The study’s major data collecting method was through focus groups, which were an
important source of data for a case study (Yin, 2014). The qualitative data needed to comprehend
the phenomena under research came from case study focus groups. I conducted focus group with
participants to explore their experiences learning about and assessing job options. It enabled me
to look at the elements that have impacted tertiary-educated Jamaicans’ job-seeking behavior in
greater depth.
There are three sorts of interviews: highly structured standardized interviews with
predefined questions, unstructured/informal interviews with no questions predetermined in
advance, and semi-structured interviews, which are the most popular type in qualitative case
study research (Merriam & Tisdell, 2015). A collection of questions that the researcher needs to
investigate guided the semi-structured interview. The actual phrasing of the questions, as well as
their arrangement, was not be predefined. This is the sort of study in which the researcher can
collect extensive, in-depth, unstructured information.
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Although researchers have a continuous line of inquiry in semi-structured interviews,
Rubin and Babbie (2016) believed that questions in case study interviews are more likely to be
flexible than rigid. This implies that the researcher “interviewer” conducting the case study
interview operated on two levels at the same time to meet the requirements of the consistent line
of inquiry. In an open-ended interview, the researcher should utilize encouraging and pleasant
questions at the same time (Yin, 2014). Because of the aforementioned properties of semistructured interviews, they were the ideal approach for gathering data for this study (Rubin &
Babbie, 2016).
Semi-structured interview protocols provided the flexibility needed to ask follow-up
questions to clarify any ambiguity and obtain more detailed information from the participants.
Recording case study interviews, according to Yin (2017), allowed for a more accurate
interpretation of any interview. As a result, the semi-structured focus groups were verbatim
recorded and transcribed. Although Yin (2017) has claimed that employing recording devices is
a personal choice, the verbatim transcriptions of the recorded interviews aided the data analysis
and theme classification later in the study.
A qualitative research approach that was used was a focus group. Focus groups are useful
where a researcher does not possess considerable knowledge about study participants (Dilshad &
Latif, 2013). Although I knew the participants were tertiary-educated Jamaican job seekers,
foreign-employed labor, or company leaders in this case, I did not know what they thought or
what values and views they held. Focus groups were useful for gathering in-depth information on
study participants’ attitudes, beliefs, and opinions (Then et al., 2014).
Focus group output gave useful insights through a focus on participants’ actual words and
nonverbal communication that emerged as participants engaged with each other (Then et al.,
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2014). Furthermore, focus groups enabled the researcher to successfully establish a context in
which a reasonably homogeneous group of people may explore a variety of research subjects
(Dilshad & Latif, 2013). The researcher conducted two focus groups. One focus group featured
human resource managers and the other featured tertiary-educated Jamaican professionals both
experienced and inexperienced. I justified the use of two groups because it increased
participation and sharing (Then et al., 2014).
Two focus groups were believed to provide a solid foundation because of the different
streams of data that would arise. Two focus groups were employed to find out how the
participants felt about the study questions. The focus group participants were given a set of
questions to answer, followed by an open debate among the participants.
Member Checking
Qualitative case study researchers use a variety of tactics to ensure that their research
process and conclusions are trustworthy and credible. Usefulness, participant participation,
quantitative data inclusion, longitudinal observation, coding verification, member checking,
findings’ triangulation, providing the complete context, and researcher reflection are some of
these techniques (Yin, 2017). When these tactics have been used in qualitative case studies,
readers of the research report were able to assess if the study findings may be applied to their
own situations.
Furthermore, adequate data was collected to provide dense and comprehensive
information on the study’s topic. Members were checked both formally and informally. For
example, when the researcher was describing what would have been stated and asked the
participant if it correctly reflected her/his experience, this was considered informal. Member
verification was done in a formal way by sending back verbatim interview transcriptions to the
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participants and asking for their thoughts and suggestions. Member checking, according to
Merriam and Tisdell (2015), is the process of returning facts and preliminary interpretations to
the individuals from whom they were drawn and asking if they are believable.
The researcher employed member checking as a method to confirm the information
supplied in the study with participants in order to achieve triangulation. The researcher summed
up the information revealed during the interviews and double-checked with the participants to
make sure it accurately reflected what they meant (McGrath et al., 2019). Additionally, the
researcher provided each participant with a copy of their verbatim interview transcripts for
reflection and criticism. Member verifications were used to ensure that the presented data
findings were reliable and verified by the participants as representing the substance of their
replies and reflecting their true experiences and sentiments conveyed in the interviews.
Follow-up Interviews
Follow-up questions were utilized to clarify specific issues and reduce any confusion that
arose as a result of ambiguous responses (Savin-Baden & Tombs, 2017). Due to developing
themes brought up by participants throughout the one-hour interviews, more questions were
incorporated to the interview procedures. The follow-up interviews were for any additional
interview questions that arose because of the previous interviews’ replies. Five people from each
of the three groups were interviewed in the following interviews. According to Wan (2019),
participants in qualitative case studies should be involved in all stages of the study, from the
conceptualization phase through the drafting of the final report. This approach enabled me to
form a bond with her subjects. Furthermore, it aided in thoroughly comprehending the
participants’ views and properly communicating them to the readers.
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Instruments
Interview Guides
An interview guide was created based on the theoretical framework before conducting the
interviews. The interview guide was separated into three primary themes, with questions for each
theoretical notion established. The questions were based on existing research and the thesis’s
goal. According to Polit and Beck (2014), pre-testing of the interview guide was done to uncover
any flaws, particularly in the focus group questions and participants’ replies.
Pre-testing of the interview guide was used to try out the interview design and questions
with a small group of participants who were not part of the main study (Wan, 2019). In this
study, pre-testing assessed question understanding, interview duration, interviewer skill, and
audio-recording equipment usage.
Semi-Structured Interviews
To react to study questions, semi-structured interviews were used. Interviews were
beneficial because they allowed participants to answer questions by telling a story about their
lives. Semi-structured interviews may be a trap for researchers, especially if undue weight is
placed on replies that are suggestive of anything other than the participants’ masked truths. As
Qu and Dumay (2011) have pointed out, assuming respondents are competent and moral truth
tellers is a risky strategy. I kept a notebook including my “feelings audit” to identify and frame
my preconceptions about the data that I noted during the collecting process, to avoid unfairly
ascribing factuality to participants’ replies and to acknowledge that I have considerable
experience in employment branding.

129
Archive Data
Document analysis is a common case study tool in the data collection process that
enabled triangulation of data collecting methods to improve trustworthiness and better
knowledge of the influence on the participants. Document analysis was done for elements such
as policy documents (Qu & Dumay, 2011). Document analysis entailed analysis of information
found on company websites and printed information. This was a critical phase in the data
gathering procedure since I needed to know all there is to know about a company’s recruitment.
Data Organization Plan
Data organization is critical to the research study’s effectiveness and should be
considered before data gathering begins (Merriam & Tisdell, 2015). Prior to beginning the
interview process, Merriam and Tisdell (2015) suggested building organizational practices. I
built a data inventory spreadsheet used to identify data and comprehend the data already in my
hands (Merriam & Tisdell, 2015). Data structure supported the efficient retrieval of acquired data
to be effective.
I created file folders on a personal computer before beginning data collecting. Each folder
consisted of subfolders structured by data source, and each folder contained interview folders.
The personal computer had password protection, and a second password was created and
required to access the study’s data files. Members of the researcher’s doctorate committee had
access to the password-protected file folders upon request. I recorded the interviews digitally and
transferred them from the recorder to a secure computer file folder.
Throughout the interview procedure, I took field notes in a notebook by hand. I scanned
the handwritten notes into the relevant subfolder after each interview. I used the handwritten
notes to type a narrative unfolding from the data based on the field notes. The narratives were
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saved in the proper subdirectory and password protected. I placed the written narratives in the
proper subfolder and then secured the folder and the recorder within a lockable drawer.
I prepared a spreadsheet to inventory data collected. It included the date and location data
was collected and the type of data obtained. Only myself and members of my doctoral committee
had access to the spreadsheet, which was password-protected. Data analysis notes were created
and kept in a password-protected file folder. The database consisted of a computer, folders, and
subfolders protected using a strong password, stored on a secure password wallet, used as the
major data organizing strategy in this study.
Summary of Data Collection & Organization
The study used semi-structured focus groups to collect data to investigate the research
questions. The methods are advantageous because they allowed for conversations to explore
subjects’ personal experiences. The study also used document analysis to triangulate the
interview responses. Moreover, the study used member checking and follow-up interviews to
ensure reliability and credibility of interview responses.
Data Analysis
Data organization, re-acquaintance with the data, coding, interpretation, and publishing
the results were the steps of the data analysis (Merriam & Tisdell, 2015). After listening to each
recording numerous times, the taped focus groups were first transcribed verbatim. The
information was categorized based on emerging themes. The researcher began the process of
analysis after becoming familiar with the data. The researcher discovered several bits of data
connected to a given subject and assigned broad categories to them through frequent readings of
the data (Lodico et al., 2006).
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Following the coding procedure, the data was re-examined in relation to the codes. The
codes were arranged by their connection to one another in a way that made it easier to provide
detailed descriptions of the participants’ experiences (Creswell, 2017). Before going on to the
next step, participants’ input was sought by submitting each transcription to the appropriate
participants to see if any replies need to be added or changed. The data was then scrutinized by
an independent researcher to ensure that the analysis was grounded on the facts rather than the
interpretation of the participants’ replies (Merriam & Tisdell, 2015). The major and minor
themes were then arranged in a logical narrative framework that were linked to the study topics
(Merriam & Tisdell, 2015).
Emergent Ideas
Memoing is an important part of the data analysis process. Codes, thoughts about the
growing theory, and procedural comments were all included in memos, which help with
theoretical sampling. Memoing started with the initial data analysis session and continued
throughout the whole research project (McGrath, 2021). I kept memos throughout the data
collection and analysis process, which included ideas and thoughts about the emerging data and
theory, observations about participants and interviews, questions about the data, diagrams of
categories and processes, codes and categories, data tables, and notes about procedures and
operations (McGrath, 2021).
Coding Themes
I classified the transcripts using open coding, a technique of developing ideas, or codes,
from descriptive data. The initial stage in the open coding process was data conceptualization.
Conceptual labels were abstract notions created because of working with the data and asking
questions, as well as employing codes from the literature and selecting “in vivo” codes, which

132
were participants’ real words and phrases (Miles et al., 2020). I marked or underlined relevant
passages and noted conceptual labels as I read through each piece. I also recorded notes in the
margins about observations and data questions.
I inserted the codes, together with quotations, attributes, and dimensions, into a data table
when I finished writing codes and comments on each transcript. I classified the surveys and
booklets in a similar manner, however the consistent structure of those papers, particularly the
survey, made coding more uniform for most participants (Miles et al., 2020). After completing
the open coding process for all transcripts and other data sources, I regularly compared incoming
data with previously recognized ideas, allowing them to be sorted into information categories. To
organize the data, I divided the concepts into categories.
Others became attributes or dimensions of categories when I merged comparable
concepts (Miles et al., 2020). A few minor codes were eliminated. I sorted the data until I was
able to determine the primary groups. Concepts that emerged through data analysis were
included into the current set of interview questions for the following interview. During the open
coding process, I compared fresh data to previous codes and I searched for patterns in the data.
After I finished open coding, I grouped the data from each participant. I prepared a table with in
vivo codes from participants, as well as subcategories connected to each primary category that I
found throughout the open coding process (Miles et al., 2020).
It is critical to compare the analysis to the data on a regular basis. As a result, after
finding the significant categories, I went back through the data to see where they fit into the
paradigm model and if I should keep or discard them. According to the paradigm model, I found
one or more core categories around which other subcategories arose.
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I also posed questions and predictions about the conceptual framework, returning to the
data to support or contradict my conclusions. Contextual circumstances, intervening conditions,
and tactics were identified because of this procedure. During this stage, I also devised a
theoretical model of the phenomenon’s underlying mechanism. This necessitated the creation of
a visual model that depict the theory’s interrelationship of categories (Creswell, 2017).
The modified van Kaam approach is a way of deciphering the key themes in data
gathered from participants’ replies. I started by opening the epoché since phenomenology
requires a time of researcher preparation (Phillips-Pula et al., 2011). I attempted to generate a
phenomenological state of mind, which entailed some silent meditation to recollect my
assumptions about the topic under inquiry. The process continued throughout the analysis,
demonstrating the ongoing character of epoché and the bracketing of oneself that goes with it.
The discovered themes served as a structural underpinning for a grouping of the participants’
perspectives as they related to their lived experiences. Following that, the essences of the
experiences that surfaced across participants were recognized and bracketed as overarching
meanings (Phillips-Pula et al., 2011).
Then, using an excel spreadsheet, I copied and pasted important statements from the
transcription into a spreadsheet. I was able to go on to the reduction and elimination procedure.
As I was going through the study, many of the statements were either redundant or irrelevant to
the conversation’s context. Although they were in the original transcription, I omitted these
statements.
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Data Representation
For one interview question, a graphical representation of the data is displayed. The data
representation showed the number of tertiary-educated Jamaican professionals who professed a
desire to immigrate to OECD countries if given a chance.
Analysis for Triangulation
Triangulation of data collecting provides numerous views on the data as a proximal
technique of ensuring dependability. This is a basic category in trustworthiness that establishes a
mechanism of verification right away (Creswell, 2017). Focus groups and document analysis
were beneficial in triangulating trustworthiness. Triangulation acted as a validating way to
contextualize the qualitative data. It emphasized the validity of employing many techniques of
understanding events as an external means of study.
These views helped to illustrate the importance of a range of viewpoints in painting the
image anecdotally advocated by the facts. It is inadequate to assert that employing numerous
techniques to obtain data is sufficient without also speaking to multiple methods to understand
that data. Convergence, complementarity, and dissonance are the three main goals of
triangulation. Farmer et al. argued that a triangulation procedure is intrinsically important for the
field, despite the scarcity of literature articulating a methodological approach to using
triangulation.
Because I attributed specific interpretative values to participants’ replies, the categories
that converged with the study’s goals and those that contradicted assumptions created a
framework to evaluate the attitudes, values, and beliefs that have anchored the research process.
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Summary of Data Analysis
The first step of data analysis was transcribing the interviews and categorizing the
information based on population group. I created codes and categories after rereading the
transcripts. The codes and categories were the source of minor and major themes. The process of
constructing codes, categories, and themes were aided by memorization that began during the
data collection process. The thematic analysis was based on grounded research following the
modified van Kaam approach. Data representation relied on excel analysis of codes, categories,
and themes to create visual representation based on frequency using data tables and word cloud
illustrations.
Reliability and Validity
Unlike quantitative studies, which rely on a paradigm of validity, reliability, and
objectivity to assure rigor, qualitative investigations look at many realities in a comprehensive
way. To assure credibility, transferability, dependability, and confirmability, qualitative research
uses a parallel paradigm (Schwandt, et al., 2007).
Reliability
According to Thomas and Magilvy (2011), providing a recognizable audit trail can help
qualitative researchers be more reliable. In some ways, reliability in quantitative investigations is
qualitatively comparable to dependability. It gives the reader the impression that the research is
credible and authoritative. Additionally, the audit trail is a way to convey the study’s precise
objective, the logic behind selection of participants, and a thorough description of data
collection, including its duration. As a result, a well-thought-out, well-implemented, and welldocumented study is naturally dependable.
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Frequently, the term “trustworthiness” refers to credibility, transferability, dependability,
and confirmability issues. This study employed Guba’s model of trustworthiness. Guba
established four characteristics that explain operational approaches for rigor in qualitative
research.
Credibility
Researchers try to show that they’ve offered the most accurate image of the topic they’re
studying when it comes to credibility. I used transcript verification as a means of establishing
credibility. The transcripts were emailed to the participants to check their validity. While
collecting and analyzing data, I concentrated on self-bracketing to avoid bias. I bracketed my
data collecting and analysis by writing memos about my opinions. This strategy enabled me to
explore my emotions regarding the research endeavor, resulting in a greater understanding of my
biases.
Transferability
Transferability refers to the ability of one study’s findings to be transferred to another
research. Anney (2014) has said that the job of a qualitative researcher is to give a detailed
description of the study so that other people can use it, which can bolster the study’s applicability
in different contexts. Multiple data collection methods, specifically descriptive field notes and
semi-structured interviews, were used in this study, enabling the examination of the research
subject from various angles. The study’s suggestions, based on its results, are the vehicle through
which transferability is put to use.
Dependability
Consistency is ensured by dependability. The research procedure should be systematic
and well-documented. The reliability criterion is attained if the study’s methods are
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comprehensive enough that another researcher can replicate them in a similar environment and
with similar participants. The current research promotes dependability by including a detailed
explanation of the research procedure (Anney, 2014). Readers attained a thorough description of
the phenomena under investigation by presenting complete reports of research participants’
recollections in the interview transcripts and a detailed description of the study’s setting and
research techniques (Noble & Smith, 2015). An independent coder verified the codes during the
data analysis phase of the project. Without dependability, credibility is impossible to achieve
(Polit & Beck, 2014). Consistency of data is critical for establishing the research’s credibility.
Confirmability
The idea of confirmability is used to assess the data’s objectivity. This criterion ensures
that the information supplied is the participant’s, not the researcher’s (Polit & Beck, 2014).
Qualitative research necessitates direct contact between the researcher and the subjects. In
avoiding researcher bias, the researcher stated her beliefs and assumptions before the
investigation begins (Noble & Smith, 2015). Thereby, the reader was made aware of any biases
that may exist and was better equipped to determine whether or not these biases influenced the
study’s findings. During data collection, the researcher used writing memos to bracket her
experiences. By doing so, the researcher preserves the data’s neutrality and ensures that findings
are derived from the data, not the researcher’s personal beliefs. Dependability is ensured through
strict adherence to technique. My audit trail consisted of a diary for journaling, the transcribed
interviews, fieldwork notes, and email conversations with relevant stakeholders. Other aspects of
the audit trail included the body of work, which included the doctoral dissertation guide and the
dissertation itself.
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Validity
According to Finfgeld-Connett (2018), a study’s transferability implies the ability to
generalize findings from the study’s theoretical environment to other situations. However,
according to Finfgeld-Connett (2018), triangulation improves validity, which implies
trustworthiness in qualitative research.
According to Finfgeld-Connett (2018), a study’s transferability implies the ability to
generalize findings from the study’s theoretical environment to other situations. However,
according to Finfgeld-Connett (2018), triangulation improves validity, which implies
trustworthiness in qualitative research. According to Fusche and Ness (2015), data saturation
happens when no new information arises, and further coding is impossible. Semi-structured
interviews were used to collect data until saturation was reached after I carefully choose the
people I interviewed.
As a means of triangulating the data acquired, a document review was conducted in
conjunction with interviews with a range of representatives from various segments. In research,
triangulation involves examining a problem from multiple theoretical and methodological angles.
Member check entailed sharing and discussing the study’s findings with participants and
providing opportunities for questions, critiques, comments, affirmation, and participation. When
conducting member checks, I arranged for the participants to examine and comment on my
evaluation instruments and interview schedules. Additionally, workshop sessions where
participants and relevant stakeholders can provide feedback and have discussions about
recommendations, followed by workshopping research recommendations, are another method for
member checking.
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I used subsequent questions to elucidate specific points and alleviate doubts (SavinBaden & Tombs, 2017). I added follow-up interviews to facilitate as themes arose and I needed
more information. I undertook subsequent interviews until data saturation was achieved.
Bracketing
Researchers must engage in some type of personal bracketing prior to and during the data
collecting and analysis process. Yuksel and Yildirim (2015) posited that personal bracketing is
used to protect the data’s integrity and the descriptions of the phenomena supplied by study
participants. Bracketing ensures that the descriptions offered in the results are those of the
research participants, not the researcher. Furthermore, by employing personal bracketing, the
context of the investigated instance may be preserved. Bracketing is a deliberate technique that
requires putting one’s personal ideas about the issue under investigation aside (Phillips-Pula et
al., 2011).
Personal bracketing is a technique that helps researchers avoid excessively impacting
participants’ comprehension of the phenomena being studied or the description of the case being
studied (Yuksel & Yildirim, 2015). I used personal bracketing to prevent myself from tainting
the study’s validity and credibility and to better comprehend the situation under investigation.
When study participants use personal bracketing, it taints the collected data by removing some
views and eliminating the context needed to understand the phenomena being studied. Because
bracketing can remove context when used by research participants, they did not engage in
bracketing and subjects had permission to apply context in their responses. Prior to examining
the data, qualitative researchers should set aside or bracket their prejudices or prejudgments
about the topic being studied. To characterize a phenomenon objectively, researchers must first
eliminate personal prejudices (Yuksel & Yildirim, 2015). Reflexivity is the starting point of the
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bracketing process as researchers consider the potential impact of their viewpoints on data
gathering and interpretation.
While conducting research, researchers must pay attention to their intonation, facial
expressions, word choices, and replies to questions. According to Yuksel and Yildirim (2015),
the researcher engages in reflexivity before commencing each interview and before beginning
the data processing procedure. Throughout the data collection and analysis process, I used
personal bracketing by removing my perspective from the process and avoiding the use of facial
expressions, word choices, and intonations that may influence the study participants’ responses
(Phillips-Pula et al., 2011).
Summary of Reliability and Validity
The study’s reliability was based on adherence to the methodology while validity was
based on aggregation of the data collection techniques. I engaged in personal bracketing to
ensure personal views did not impact understanding of the topic under discussion. I used
document analysis to pursue triangulation of the responses from the interviews.
Summary of Section 2
Section 2 has addressed my role, which entailed the responsibility to ensure the validity
and reliability of qualitative research. I committed to adopting reflexivity through journaling and
mindfulness meditation and developed credibility of responses through member checking and
document analysis. Other important tools to reduce effect of personal bias are through complete
disclosure, conferring with an academic mentor, and attending research design seminars to
ensure a competent grasp of methodological skills needed during the research. Moreover, I used
bracketing to reduce the risk of personal bias.
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Beyond the researcher’s role, the section has addressed the research methodology. It has
established that the flexible design approach was appropriate because it allowed for iterative
analysis and adjustment of concepts, data collection, and data analysis, which were ideal for a
qualitative case study. Importantly, the flexible design method allowed me to verify my theory
relating to the role employment branding can play in helping Jamaica retain tertiary-educated
workers. Also, the section has explained why the study used a qualitative case study, which
allowed the use of several data collection methods to understand the “how and why” of employer
branding in the Jamaican labor market. The qualitative case study was necessary because of the
contextualized nature of employment branding activities in organizations. Another aspect the
section has addressed is triangulation, which was achieved through document analysis.
The section has also addressed the topic of participants and sampling. It has outlined the
three population groups of the study including human resource and marketing managers, tertiaryeducated workers seeking employment in Jamaica, and Jamaican tertiary-educated workers
employed abroad. The study engaged the study populations using both interviews and focus
groups using video conferencing software. The study utilized purposive sampling in recruiting
the study populations. The study complemented the purposive sampling with snowball sampling
by asking the interviewed subjects to recommend other peers who could be relevant to the
research.
The section has also featured a discussion of data collection and organization. The study
used semi-structured interviews and focus groups to ensure participants explored essential
concepts without curtailing their ability to provide additional explanations and to explore insights
arising from their responses. The interviews included emerging themes based on participants’
responses. Formal and informal member checking was used to ensure accuracy in participants’
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responses. Follow-up interviews explored points that required further elaboration. Interview
guides were based on the research questions, the literature review, and the conceptual
framework. Personal bracketing was practiced to ensure personal views did not compromise the
study.
Interview files were stored in password-protected digital files. I scanned field notes and
included them in the password-protected digital files. The notebook was kept in a lockable
drawer, which also housed the audio recorder. The data from the interviews were organized into
a spreadsheet after transcription. Data analysis was conducted in NVIVO software, which helped
in creating codes, categories, and themes. The next section discusses section 3, regarding how
the study findings apply to professional practice. Section 3 also includes recommendations for
areas worth exploring in further study and personal reflections.
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Section 3: Application to Professional Practice
Overview of the Study
The findings from the study focused on the employer’s brand and the trust it can evoke in
the employees. It is then appropriate to consider how the findings from this study can be applied
to professional practice. Applying the results to professional practice requires solving the issues
identified by the study. For instance, communicating the brand to the employees is appropriate
since it prepares them for the realities of the employer. Whenever the employees are not
convinced with the image identified in the study, the company can be forced to consider ways of
improving its image. It has also been used to determine the impact the government and its
agencies can have on the industry when the factors are beyond the employers’ powers. Employee
retention strategies that can be applied to professional practice include creating training programs
and career development opportunities to respond to the employees’ needs. A quality work
environment is also necessary to respond to the issues identified in the research. Other
requirements include effective communication and acknowledgment and rewards for the
workers.
Therefore, further research should focus on how employers can create better brands. It
can further explore whether companies can use social media to improve or create effective
brands. Managers have been confirmed to be influential in the effectiveness of an organization.
Apart from running the activities, they also contribute to better images that can retain the
employees. Employees are essential to a company as they are the most significant assets. It
implies that the firm should ensure proper care when dealing with its most powerful assets.
However, the industry may sometimes require more than the firms can manage. Therefore, the
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government is also essential in creating a conducive environment in situations where the firms
cannot do more.
Application to Professional Practice
The study’s results can be applied to professional practice by communicating the
employer’s image to the prospective employees to protect the employer’s brand. It is essential to
share this with the employees to benefit from a better employer image. Prospective employees
preferred learning about the employer’s brand via job portals, while a minimal number gained
information through the portals. This is due to the inequality introduced by job searching through
the social media platforms. The resources that employers invest in the business may only achieve
the required results when the employers communicate their proposition in the right ways. Results
from this study are therefore helpful in changing how employers communicate their propositions
to prospective employees. It ensures that the employers can effectively communicate their
proposition to the employees to get enough information about the organization’s values. For
instance, employers can consider re-branding their images in the market to convince prospective
workers. This is necessary for most Jamaican companies because it would reduce the high
employee turnover and ensure the companies can employ more Jamaican workers.
The study results can also encourage Jamaican companies to adopt strategies that can
improve their images. An attractive image is crucial in the hiring process. It helps firms to attract
the most talented employees, contributing to a better position in the market to deal with the
increased competition. Companies start looking for strategies that would allow them to get the
best talents in the market after learning about what views the employees in Jamaica and those
employed abroad have about local employers. It leads to strategic methods that would become
useful to the company. For instance, the management can ensure they have a better image over
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the internet. According to Micik and Micudova (2018), millennials want to know about open job
positions and access potential employers based on their values to settle for the best ones. Social
media has all the possible information employees require about their employers. Organizations
also have career websites that contain information about the employers that potential employees
may need (Micik & Micudova, 2018). To be better received by the employees, this information
should be effectively organized and presented in a way that makes it easier for the employees to
understand. When potential employees acquire needed information, they have a better perception
of their employers. For instance, if a company is transparent about its salaries, only the
employees comfortable with the amounts may apply for the job, reducing the employee turnover
rates. Therefore, this study’s results can help employers improve their brands online to appeal to
potential employees.
The study can also inspire the institution and encourage implementation of the minimum
wage in Jamaica. The minimum wage is the minimum amount below which workers cannot be
paid, which has been instituted in other countries such as the United States. Information revealed
by the views of the educated Jamaicans and the Human Resource managers in this study can be
essential in determining the suitability of minimum wage. The application of minimum wages
has successfully impacted the job market in other countries. For instance, ensuring an average
hike in the minimum wage can lead to significant reductions in the population of jobs below the
minimum wage five years after the implementation (Cengiz et al., 2019). It also results in a slight
increase in the jobs paying more than the minimum wages. Having a minimum wage in Jamaica
would prevent the immigration of more workers to other countries for better employment
opportunities. For example, research incites systemic issues based on the differences in the living
conditions in Jamaica and the host nations, which are among the causes of the increased
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migration of healthcare workers from Jamaica (Murphy et al., 2016). The causes of the migration
of the employees from Jamaica can be solved by instituting a minimum wage (Cengiz et al.,
2019). Therefore, the study urges policymakers and managers to consider a minimum wage in
Jamaica by focusing on the areas that may require a minimum standard.
The study encourages employers to seek employee retention strategies to help them hold
onto their workers for longer periods. Employee retention strategies can take different forms in
Jamaica. The strategy can be modeled to respond to the issues facing employees in the country,
leading to high turnovers. Al-suraihi et al. (2021) argued that a retention strategy that employers
can adopt is to improve the effectiveness of their employees, which can be managed through
ensuring training programs, continuously motivating the workers at the workplace, empowering
the employees, and offering promotions and bonuses to the employees. Programs such as
training are tipped to improve the workers’ performance and retention. When the employees are
cached, they feel valued by the employer and would hardly move to other employers unless they
offer better training than the initial one. Employees continuously exposed to training are sure to
improve their strengths and realize their full potential, to benefit their employers (Al-suraihi et
al., 2021). Other programs for promoting the employees’ effectiveness can include the managers
and can also include others, such as identifying the company’s goals through training programs
for reducing turnover (Al-suraihi et al., 2021). Effective employees are sure to help the
companies in the long run. Jamaican employers can also adopt such strategies to ensure that they
become appealing to the employees. By promising to contribute to the employees’ effectiveness,
the firms would be more attractive to the workers. This may result in a decrease in employee
turnovers.
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Jamaican employers can pair training with career development opportunities to dissuade
employees from moving out of their companies. The strategy can also be used to prevent the
movement of employees out of the country to other nations where they think their employers
have better images than in Jamaica. Providing employees with training and career development
opportunities encourages them to have goals they would be working towards while still at the
company. Whenever employees have a goal they are working towards in an organization, it
becomes difficult for them to move out of the firm before accomplishing these goals (Andrews &
Mohammed, 2020). Training focuses on the employees’ professional growth, influencing
employees’ intention to stay longer at the organizations. Inadequate training and development
opportunities have been touted as one of the leading reasons employee turnover rates are high in
some countries, such as the Kingdom of Saudi Arabia. It can also factor into Jamaican
companies’ increased turnover rates. Such a strategy can also contribute to a positive image for
Jamaican employers. The HR managers in these companies should be the ones in charge of
ensuring efficient training for their employees. Therefore, the study reveals the importance of
providing training and development opportunities for workers, which would go a long way in
ensuring that the firms employ them to prevent increased turnover.
The study results can also contribute to the institution of a quality environment in
Jamaican workplaces. According to Al-suraihi et al. (2021), the quality of the work environment
can be considered in terms of the physical working conditions and their impacts on the
efficiency, satisfaction, and productivity of the employees. A focus on the work environment is
crucial because most employees use it to determine whether they can stay longer in a specific
workplace or not. If the work environment is good, one can be sure that most workers remain.
On the other hand, a poor work environment would increase employee turnover. Organizations
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need supportive work environments to help retain skilled workers for longer periods (Al-suraihi
et al., 2021). It is evident from research that most workplaces in Jamaica are not good ones. One
can know a good workplace by looking at the ability of positive interactions between the
employer and the employees to create a positive working space. The positive working space is
attributed to long-term benefits for the firms. For instance, lack of autonomy and the promotion
of credentialism is a characteristic of the Jamaican workplace, as recorded in the findings. It
means that the focus on credentialism prevents the collaboration between the employees
themselves and the employers in the workplace. It makes the workplace hostile for most
employees who may consider ways out of the company. Therefore, the results of this study can
be put into practice by thinking about how creating a quality work environment may benefit the
employees and the company. In return, it can be used to ensure that Jamaican workplaces are
environmentally friendly and promote the collaboration and retention of employees.
In professional practice, the effects of the employer’s image can be applied to improve
communication in the workplace. Improved workplace communication is another factor
contributing to reduced employee turnovers. Employers can put strategies that would ensure
effective communication between the employees themselves and between the employees and the
management. Whenever there is effective communication, the employees are sure to create
interpersonal relationships that can reduce turnovers (Andrews & Mohammed, 2020). Jamaican
employers can ensure that the workplace has factors that promote effective communication, such
as providing early and frequent feedback to the employees. The feedback may ensure that
employees do not miss any communication and know how they perform, creating beneficial
interpersonal relationships. Furthermore, effective communication can help the employees by
motivating them. Motivation is required to improve the effectiveness of the workplace and
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prevent the workers from moving to other organizations. Effective workplace communication
allows workers to accomplish their goals (Andrews & Mohammed, 2020). Employers are then
required to encourage their employees’ goal achievement by ensuring effective communication.
Interaction with the staff is among the strategies contributing to effective communication and
employee retention. Therefore, Jamaican employers can create elements allowing for effective
communication to improve their image to the employees and reduce employee turnover.
Recognitions, rewards, and benefits can be adopted by Jamaican employers to address the
issue of employee preferences. In many organizations, employees who perform as the
organization required them to expect to be rewarded. Such recognition implies that the employer
acknowledges these employees’ hard work and dedication. On the other hand, the workers who
exceed expectations by the management need acknowledgment for their exceptional work
(Andrews & Mohammed, 2020). When the employers recognize the workers due to their hard
and exceptional performance, they feel satisfied and may drop any intentions they had of leaving
the company. Employees that are recognized and rewarded by their employers feel valued and
would want to continue with the companies if the recognition and rewards keep coming. It
improves the employer’s image and trust as they care more for their employees. As a result,
employers in Jamaica can institute recognition and rewarding strategies. These should all be
based on merits or behaviors. It is better to reward behaviors than the result. A reward on
behavior would ensure higher chances of achieving positive results. For instance, the firms may
reward employees that make efforts that can lead to others feeling satisfied and staying in the
company for long. Such would help ensure the desired outcomes, better employer brand, and
employee longevity.
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Recommendations for Further Study
Further studies can focus on the strategies and recommendations for creating authentic
employers’ brands. Future studies need to focus on this because of the new nature of employer
branding. The constantly evolving nature of employer branding also necessitates the need to be
studied in the future. Employer branding is essential because it affects marketing, recruiting, and
communication. In general, employer branding is at the center of the company’s culture.
Employers should ensure that the employees get the same impression about the company as
communicated. Therefore, focusing on how companies can build a better employer brand is
essential. It can be necessary for all Jamaican employers to learn how to build their brands.
It is also necessary for future research to focus on the impacts of social media on
employer brands in the country. Social media is making routes into organizational activities. The
management is increasingly dependent on social media for several actions. Research should
consider whether employers can also depend on social media to improve their brand. For
instance, it is necessary to consider whether employees can increasingly trust a brand they
encounter online. Similarly, it is essential to consider whether employers improve their brand
through social media platforms.
Reflections
The results of this study have been essential in confirming managers’ role in ensuring
their organizations’ efficiency. The managers should oversee a company’s activities and creating
a better image is one of their roles. However, they need to do this with the help of their
employees. The current employees were at one point looking for employment and had to
consider some of the factors considered by others looking for the same employment
opportunities. It would then require effective communication with the workers to create a brand
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that would appeal to the employee. The current employees can be sought for ideas on designing
an employer brand that would be visible and trusted by prospective employees. If the current
employees can trust the brand, then the prospective ones can trust it too. Therefore, the company
management must consider ways of incorporating the employees in decision-making to have a
better image.
The employees are seen as among the greatest assets a company can have. Focusing on
these assets would have significant benefits for the company. The management can undertake
various activities to utilize these assets to benefit the company effectively. For instance, training
the employees is a strategy that most companies can apply to contribute to the satisfaction of the
employees. Better use of the employees can be achieved when they are satisfied. Managers can
contribute to the employees’ satisfaction in several ways. Whenever the employees are satisfied,
the company would save a lot in terms of costs, such as continuously hiring new employees to
fill the places left by those who moved to other firms. It implies that firms and managers should
ensure proper care for their employees if they want to retain them to the company for a more
extended period.
It is also possible for the government to rescue employees to reduce the immigration of
employees from one country to another. Employees often immigrate to other countries when they
consider firms in their native country not to be satisfactory enough. Managers can improve their
companies’ working conditions and other aspects to prevent immigration. However, sometimes
this does not bear the required fruits. For instance, it may convince some workers not to move
while it may not be effective for others. In the latter cases, the government’s intervention may be
required to prevent more workers from leaving the country. For example, the government’s
intervention can come in the form of setting a minimum wage. All employers would be required
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not to pay their workers below the minimum wage set by the government. It would result in a
better employer brand and increase employee retention as they would not move out of their
current companies quickly. It also prevents the immigration of workers to other countries
perceived as having companies paying more than those in the native country.
Summary of Section 3
This section focused on the application of the research results in professional practice.
The study was significant for professional practice today and can be applied differently. For
example, it is essential to communicate the employer’s image to the employees. Communicating
such to the employers can protect the employer’s brand. Firms should consider strategies such as
having better online images to appeal to employees and gain their trust. It also requires the
institution and implementation of minimum wage in Jamaica, which is necessary to prevent the
immigration of their employees to other countries with companies with higher compensation
than Jamaica. Firms can consider training programs to help them reduce turnover rates in
Jamaican companies. Training programs can also be used together with career development
opportunities to promote employee retention. Employers can also ensure work environments
have better qualities to increase employee retention.
Other applications of the research to professional practice includes improving
communication in the workplace for the companies to improve their image. Effective
communication is essential for interpersonal relationships, ensuring employee satisfaction and
reducing the intent to leave. Managers can also institute acknowledgment, benefits, and rewards
for the performing employees to convince them of their better brand. Every employee would be
motivated to achieve their goals whenever there are recognitions by the company. It implies that
further research should focus on strategies that can be applied to create authentic company
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brands. More research should be conducted on whether firms can rely on social media to build
better brands. The present study has helped in understanding the influential role managers play in
ensuring the effectiveness of the company’s operations. It has also focused on how employees
are a significant asset to the company. This study also stressed the importance of government
intervention in rescuing local companies whenever it is beyond their powers to control the
immigration of employees.
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Appendix A: Consent Form

Consent
Title of the Project: Employment Branding for University Graduates in Jamaica
Principal Investigator: Caroline Harvey, Doctoral Candidate, Liberty University
Invitation to be Part of a Research Study
You are invited to participate in a research study. To participate, you must be 18 years old or
older and a Jamaican national. You must also be employed in either human resources
management or the marketing department working on employer branding to participate, or you
must be a jobseeker with a minimum of a bachelor’s degree, or a Jamaican employed abroad
with a minimum of a bachelor’s degree. Taking part in this research project is voluntary.
Please take time to read this entire form and ask questions before deciding whether to take part in
this research.
What is the study about and why is it being done?
The purpose of the study is to research brain drain in Jamaica and the influence or lack of
benefits packages that Jamaican firms provide to mitigate brain drain. The researcher hopes to
learn how Jamaican firms can provide the optimal benefits packages that result in the country
retaining many of its highly skilled workers.
What will happen if you take part in this study?
If you agree to be in this study, I will ask you to do the following things:
1. Attend a focus group that will last approximately 30-45 minutes about your experiences
with the Jamaican labor market or foreign job experience if present. The focus group will
be conducted online via Zoom, and audio recorded for transcription.
2. Agree to participate in a follow-up individual interview to discuss information requiring
clarity or context arising from the focus group. The follow-up interview may take 10-45
minutes depending on the clarification required. The interview will be conducted online,
and audio recorded.
3. Review the data transcript from your focus group (and) interview for accuracy, which
may take 3 minutes.
How could you or others benefit from this study?
Participants should not expect to receive a direct benefit from taking part in this study.
Benefits to society include a valid, comprehensive study on how brain drain manifests in Jamaica
and the effects of human resources policies and employer branding decisions on reducing it.
Jamaican firms would benefit from increased competitiveness and innovation that comes with
retaining highly skilled workers, which would lead to economic development of the Jamaican
society. Another benefit is that public sector effectiveness would improve since many tertiaryeducated workers leave Jamaica for OECD countries. Retaining them would improve service
delivery.
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What risks might you experience from being in this study?
The risks involved in this study are minimal, which means they are equal to the risks you would
encounter in everyday life.
How will personal information be protected?
The records of this study will be kept private. Published reports will not include any information
that will make it possible to identify a subject. Research records will be stored securely, and only
the researcher will have access to the records. Data collected from you may be shared for use in
future research studies or with other researchers. If data collected from you is shared, any
information that could identify you, if applicable, will be removed before the data is shared.
•
•
•
•

Participant responses will be kept confidential through the use of a coding system. I will
conduct the interviews and focus group in a setting where third parties would not easily
overhear discussions.
Data will be stored on a password-locked computer and may be used in future
presentations. After three years, all electronic records will be deleted.
Interviews and focus groups will be audio recorded and transcribed. Recordings will be
stored on a password-locked computer and password-locked folders for three years and
then erased. Only the researcher will have access to these recordings.
Confidentiality cannot be guaranteed in focus group settings. While discouraged, other
members of the focus group may share what was discussed with persons outside of the
group.

How will you be compensated for being part of the study?
Participants will not be compensated for participating in this study.
Is study participation voluntary?
Participation in this study is voluntary. Your decision whether or not to participate will not affect
your current or future relations with Liberty University or the Jamaica Business Development
Corporation. If you decide to participate, you are free to not answer any question or withdraw at
any time without affecting those relationships.
What should you do if you decide to withdraw from the study?
If you choose to withdraw from the study, please contact the researcher at the email address
included in the next paragraph. Should you choose to withdraw, data collected from you, apart
from focus group data, will be destroyed immediately and will not be included in this study.
Focus group data will not be destroyed, but your contributions to the focus group will not be
included in the study if you choose to withdraw.
Whom do you contact if you have questions or concerns about the study?
The researcher conducting this study is Caroline Harvey. You may ask any questions you have
now. If you have questions later, you are encouraged to contact her at Cfscott1@Liberty.edu.
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You may also contact the researcher’s faculty sponsor, Dr. Folly Somado-Hermazro, at
Fsomadohermazro@liberty.edu.
Whom do you contact if you have questions about your rights as a research participant?
If you have any questions or concerns regarding this study and would like to talk to someone
other than the researcher, you are encouraged to contact the Institutional Review Board, 1971
University Blvd., Green Hall Ste. 2845, Lynchburg, VA 24515 or email at irb@liberty.edu.
Disclaimer: The Institutional Review Board (IRB) is tasked with ensuring that human subjects research
will be conducted in an ethical manner as defined and required by federal regulations. The topics covered
and viewpoints expressed or alluded to by student and faculty researchers are those of the researchers
and do not necessarily reflect the official policies or positions of Liberty University.

Your Consent
Before agreeing to be part of the research, please be sure that you understand what the study is
about. You will be given a copy of this document for your records. If you have any questions
about the study later, you can contact the researcher using the information provided above.
I have read and understood the above information. I have asked questions and have received
answers. I consent to participate in the study.
The researcher has my permission to audio-record me as part of my participation in this
study.

____________________________________
Printed Subject Name

____________________________________
Signature & Date
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Appendix B: Focus Group Discussion Guide

FOCUS GROUP DISCUSSION GUIDE
MIGRATION AND EMPLOYMENT PACKAGES
MIXED FOCUS GROUP
SUBMITTED: MARCH 18, 2022

REVISED:

WELCOME, INTRODUCTION AND GROUND RULES
Moderator: Good afternoon and welcome to our session. Thank you for taking the time to join us
to talk about your experiences with employment benefit packages on the local and international
market. I am Caroline Harvey. I am doing research on the topic.
There are no wrong answers, just different points of view. Please feel free to share your perspective
even if it differs from what others have said. Everyone’s opinion is important and valued, so as you
share your thoughts, we want to be respectful of each other.
I will be recording the session because I don't want to miss any of your comments. People often say
very helpful things in these discussions, and I can't write fast enough to get them all down. We will
be on a first name basis today, but I won't use any names in my reports, therefore your complete
confidentiality is assured.
Well, let's begin by asking each person to introduce themself to the rest of the group. Please tell us
your first name, the highest level of education, when you think of a great place to work, which
company comes to mind? [Ice breaker]
[15 mins]
Moderator: Thank you, now for the flow of the session, there are questions that are aimed at
specific groups. At the beginning of each set of questions, I will outline the target group. For
questions for everyone, I will note ahead that everyone is to respond. Is everyone clear? (clarify
where necessary)

LOCAL BUSINESSES PERCEPTION – EVERYONE
Moderator: You’ve just told me about great places to work…
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1. What are your general views on local companies as employers?
2. Could you briefly tell us of some experiences or things you may have seen or heard that
shaped these views?
[15 mins]
LOCAL BENEFITS PACKAGES – LOCAL JOB SEEKERS
Moderator: I am going to zero in on our job seekers for this segment
1. Thinking about your ideal employment package, what specific benefits are you seeking?
First, tell me the job role you are applying for and the benefits you are seeking.
Probe: specifics Health Insurance (contributory or non-contributory), Pensions,
Allowances (probe specifics), vacations days (number).
2. How did you arrive at your desired package? What influences your expectations? What is
your process?
3. Now let’s rank those benefits, tell us your most important benefit, then the second most
important, and so on.
4. Does this desired package fluctuate based on the size of the company or how established
the employer is?
Probe: For those who responded ‘yes’, How So?
5. How do you determine if a particular company is able to provide your desired package?
[25 mins]
FOREIGN BENEFITS PACKAGES – OVERSEAS RESIDENTS
Moderator: Now we shift focus to persons who have migrated
1. What were some of the factors that influenced your decision to live and work outside of
Jamaica?
2. Do you find jobs outside of Jamaica more attractive than local employment? How so?
3. Where do you find information about job vacancies on the international market?
Probe specific websites if online is mentioned
4. Thinking about firms in the countries where you reside, how do they compare to local
companies?
Probe: how do they compare generally? Work life? Benefits? Opportunities?
5. What aspects of foreign firms' benefits packages and employment experience are most
important to you? First tell me the most important, then the second most important, and
so on.
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[25 mins]
JAMAICAN BENEFITS PACKAGE DESIGN – HR SPECIALISTS
Moderator: Finally, I will talk with our HR specialists
1. What package of benefits do Jamaican firms typically offer?
2. How do firms determine what benefits packages to provide job candidates?
3. How much room is there for negotiation around benefits packages?
Probe which Job levels are likely more successful at negotiations
4. How do firms communicate benefits packages and employer brand image to job
candidates?
5. Which elements of their benefits package do firms perceive they can improve to attract
and retain tertiary-educated Jamaican job candidates?
[20 mins]
FINAL THOUGHTS – EVERYONE
Moderator: This final question is for everyone
How can entities improve their offerings to attract and retain graduate-level workers in
Jamaica?
2. Given everything that we have talked about, is there anything further you would like to
share or clarify?
1.

Moderator: This brings us to the end of the session, big thank you to everyone for participating.
End session
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Appendix C: Recruitment Letter
07 February, 2022
Participant’s Name

Dear Prospective participant:
As a graduate student in the School of Business at Liberty University, I am conducting research
as part of the requirements for a Doctor of Business Administration degree. The purpose of my
research is to understand the subjective evaluation of local firms and their package benefits
among Jamaican tertiary-educated workers, what package of benefits Jamaican businesses offer,
how they can improve upon their offerings to attract and retain graduate-level workers in
Jamaica, and why Jamaican tertiary-educated workers prefer working in OECD counties than
locally. I am writing to invite eligible participants to join my study.
Participants must be 18 years old or older and a Jamaican national. You must also be employed
in either human resources management or the marketing department working on employer
branding to participate, or you must be a jobseeker with a minimum of a bachelor’s degree or a
Jamaican employed abroad with a minimum of a bachelor’s degree. Participants, if willing, will
participate in a focus group. Select participants will be invited for a follow-up individual
interview to discuss information requiring clarity or context arising from the focus group. The
focus group and follow-up interview (if necessary) will be conducted online via Zoom and audio
recorded. Finally, all participants will be invited to review their data transcripts for accuracy.
It should take approximately 30 to 45 minutes to complete the focus group. The follow-up
interview may take 10 to 45 minutes depending on the clarification required. It should take 3 to
20 minutes for extensive data transcripts review. Names and other identifying information will
be requested as part of this study, but the information will remain confidential.
To participate, please contact me at Cfscott1@Liberty.edu for more information and to schedule
an interview.
A consent document will be emailed prior to the focus group. The consent document contains
additional information about my research. If you choose to participate, you will need to sign the
consent document and return to me via email prior to the focus group.
Sincerely,
Caroline Harvey
Doctoral Candidate
Cfscott1@Liberty.edu
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Appendix D: Participant Screener
Project: Employee Benefits Focus Groups
Instrument: Participant Screener

1. Are you 18 years of age or older? Yes/No (If No – Thank and Terminate)
2. Are you a Jamaican National and have at least a bachelor’s degree from a Jamaican
university? Yes/No (If No – Thank and Terminate)
3. Do you reside in either: Jamaica, United States, Canada, United Kingdom, or an OECD
country? Yes/No (If No – Thank and Terminate)
4. Are you employed in human resources management or in the marketing department
and working on employer branding? Yes/No (If No – Thank and Terminate)
5. Are you either a job seeker or a Jamaican employed abroad? Yes/No (If No – Thank and
Terminate)

Are you willing and available to participate in a focus group session on (INSERT DATE OF
FOCUS GROUP) at (INSERT TIME)?
Yes []
No []
Name: _________________
Contact number: ________________
Email address: _________________
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Appendix E: IRB Document
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